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Rough Proofs 


The Toledo Advertising Club has 
recognized Gus Gloom as a fifth 
columnist, and is telling local bar- 
bers what to do to him. So far 
they haven’t suggested sharpening 
their razors. 


ee, as 


The campaign to turn house- 
wives’ fats back to the government 
for war production purposes is sure 
to have the complete endorsement 
of Mrs. Stylish Stout. 


vv¥segy? 


“Fly Swings Both Fists at House 
Committee Hearing.’”—Headline in 
ADVERTISING AGE. 

The chairman of the FCC has just 
about qualified as the flyweight 
champion. 

> we 


Congress is talking about quad- 
rupling the second-class postal 
rates. After hearing all about OPA 
prices, publishers are going to think 
the ceiling has fallen in on them. 


7, ww 


Newell-Emmett employes in the 
services will receive “planned par- 
cels”’ containing representative 
products of their clients. Wonder 
who's the agency for John Robin- 
son Powers? 

7, Vv F 


A Chicago printer is offering for 
sale a lot of book paper on the 
original skids. Some agency men 
who may be interested in the deal 
are prepared to furnish their own. 


. Vv © 


Egyptian newspapers and other 
periodicals have been hit by war 
restrictions, a news item says, and 


the current headlines suggest that’s | 


not the only thing they may be hit 
with. 
vgsfsesy? 


Speaking of the land of the Nile 
and the historic places where 
twenty centuries look down upon 
you, what ever became of Egyptian 
Deities? 

v v v 


Henry C. Lytton, head of Chi- 
cago’s famous Hub, is writing en- 
thusiastic advertising copy at 96, 
which suggests that some of the 
younger lads certainly ought to be 
able to do it in par. 


, a 


With Elmer Davis out of radio 
and heading the Office of War In- 
formation, it can now be freely ad- 
mitted that when listeners heard 
his Indiana twang, most of them 
thought they recognized the Man 
from Home. 

. w= = 


The Office of Defense Transpor- 
tation has asked that meetings and 
conventions not closely related to 
the war effort be deferred. But can 


you find any which will admit 
they’re not? 
7 v v 
Convention attendants might 


prove their patriotic purposes by 
agreeing to help consume current 
surpluses of wheat and corn, espe- 
cially when offered in liquid form. 


7, ¥ F 


, The travelers’ aid in New York 
's offering to tell service men en- 
joying furloughs how to have fun. 
Most of them know how, the main 
Problem is where. 
Copy Cus. 


PAA Told Need of 
Post-War Research, 
Free Enterprise 


Convention Hears 
U. S. Officials Discuss 
Advertising Frankly 


Rainier National Park, Wash., 
June 25.—The Pacific Advertising 
Association brought its 39th annual 


sion here today after reaffirming 
its belief in free enterprise, the 
force of advertising 
effort, and the value of research 
in the post-war world. The West 
Coast delegates had heard govern- 
ment officials express their thanks to, 
and their belief in, advertising, and 
heard economists and foreign trade 
experts discuss some of the trade 
problems the United States will face 
when the war is ended. 

The association conducted one of 
its most interesting “brass tacks” 
sessions in several years. Situated 
as it was in the center of consider- 
able war activity, brought closer 
home by the recent shellings of Pa- 
cific Coast areas, the delegates from 
all over the West and Canada spent 
four busy days crowded with tal- 
;ented speakers and an unusual list 
of convention activities. 

The association's progress with its 
Advancement of Business program 
‘formed the first day’s theme, and 
then delegates swung to the topics, 
|\“After the War” and “Advertising 
In Action.” From Washington, D. C., 
came Harford Powel, advertising 
consultant for the War Savings 
|Stamps and Bonds division of the 
|Treasury Department, to deliver 
what was considered the outstand- 
ing talk of the four-day meeting. 
His speech, “Making America’s Fu- 
ture Sound,” revolved around how 
solidly the advertising profession 
had backed the Treasury Depart- 
;}ment in the promotion of its war 
bond campaign. Mr. Powel was 
generous in his praise of the active 
part that advertising is playing in 
|this drive, which is sweeping the 
{nation in proportions that outstrip 


the Liberty Bond drive of World | 


| War I days. 
| “For all of the work that the 


| Treasury Department has done in| 


| selling bonds and 
\‘thank you,’”’ Mr. Powel declared. 
'“IT want to thank you for what you 
have done ... helping immeasur- 
,ably the American armed forces, to 
| put American industry at its highest 
peak of production in history, to cre- 
ate national unity that has drawn 
|this country together. 


Credit to Advertising 


“We came to you in April with 
an unknown article—stamps and 
bonds. All we suggested was 
trademark, the Minute Man. You 
suggested the words defense bonds. 
We asked you to persuade the public 
to buy 200,000,000 bonds’ each 
|month. That was our challenge, 
and we asked 
for us. 

“From May, 1941, to April this 

(Continued on Page 26) 
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DIRECTORY OF FEATURE 


Ad-libbing jie 
| Admen in the Armed Forces 22 
| Diary of an Adman 20 

Earnings 16 
| Editorials 12 

Getting Personal 24 
| Information for Advertisers 12 
| Photographic Review 31 

Post-War Planning s 

Private Lines . 27 

Rough Proofs eae 

Voice of the Advertiser 18 


convention to a successful conclu- | 


in the war: 


if you could do it| 


____TIMELY TOAST 


| AFA Dedicates Activities 
to All-Out War Effort 


Ad Council Seeks 
13 Million Fund 


To the Jap Navy 
_...bottoms up! 


America’s brewing industry puts teeth mto this , 
toast with savings of 100,000 tons of steel! 


| 


| See 


PABST BREWING COMPANY « MILWAUKEE 


Voluntary Help Emphasized 
The Council's 22-page presenta- 
tion emphasizes the need for get- 
(Continued on Page 30) 


to Underwrite Total 
EEE : Psychological Front 
| With newspapers still full of the smash- 
ing victories scored in the Coral Sea and 
this full-page copy in newspapers in key | New York, June 24.—Plans for 
_ markets throughout the country. The mobilizing American advertising to 
in beer cans and bottle caps now puts |untary, democratic means a _ total 
teeth into the brewer's defiant toast. war effort surpassing that of the 
regimented Axis powers, were 
| here this week. 
Commerce Dept The Council released to various 
> 
. o ;cerns copies of “A plan for business 
F k B d f }to use one of its principal tools to 
in ran | or help win the war,” which outlined 
|sponsored “war information adver- 
tising’ could build morale and 
| fronts. 
 (Editor’s Note: Space does not| Base campaign for 
of the speech reported below. How-;|embracing “Campaign on _ Total 
ever, so significant is this vigorous | War,” which might approach $13,- 
Commerce’s attitude on advertising,|of the major weekly and monthly 
|that ADVERTISING AGE will be glad general magazines, farm _ papers, 
interested.) business papers and outdoor adver- 
Rainier National Park, Wash.,|tising. Such a campaign, the Coun- 
| advertising men to quit acting “as | the automobile industry, while such 
though advertising were some spe-|smaller campaigns as a $2,000,000 
icial hound dog 
whipping” by government, and to! financed by cooperative action in 
the household appliance and simi- 
/constructive planning for the “very 
|bright” post-war period, was laid 
| Association convention here today 
by Raymond Reeves, regional] busi- 


Tells Industry Groups 
a il icc | 
By HAL BURNETT 
at Midway Island, Pabst Brewing Co. ran 
| text emphasizes that steel formerly used sell the public on achieving by vol- 
Lord & Thomas is the agency. 
revealed by the Advertising Council 
|industrial groups and private con- 
|the means through which industry- 
Admen’s Support 
) upp secure action on many vital home 
/permit publication of the full text | advertising effort would be an all- 
exposition of the Department of | 000,000 in one year, and employ all 
|to secure copies for all who are four nation-wide radio networks, 
June 23.—A spirited challenge to/cil suggests, might be assigned to 
i singled out for ajone for civilian defense could be 
|devote their energies instead to 
lar industries. 
'down before the Pacific Advertising | 
(Continued on Page 28) 


Last Minute News Flashes 


Maxon Takes Over Entire Ford Account 
| New York, June 26.—Coincidental with the decision of the Ford Motor 


Company to return to radio July 14 with a series of daily 15 - minute | 


news broadcasts over the Blue Network, it was announced today that 
| Maxon, Inc., has acquired the entire Ford account. The agency formerly 
| handled only Ford trucks, Lincoln and Mercury, with the remainder of 
| the account directed by McCann-Erickson, Inc. The new program will 
be heard seven days a week over 107 Blue stations at 8 p. m., EWT. 


Harold Clark, George Brown Join Compton Advertising 


| New York, June 26.—Harold F. Clark, formerly promotion manager 
a 


|of Good Housekeeping, has joined Compton Advertising, Inc. His first 
assignment will be on the Duz account. George B. Brown, formerly 
with J. Walter Thompson Company, has joined Compton's merchandis- 
ing department. 


Start New Test for Minute Man Soup Mix 

New York, June 26.— Skinner & Eddy Corporation, Seattle, has re- 
leased a new test campaign for Minute Man soup mix with 630-line copy 
in upper New York state, Pennsylvania and Maryland newspapers, 
signed by Wm. S. Scull, Camden, N. J., distributor. A coupon may be 
exchanged for one free package with the purchase of a 10-cent package 
of noodle soup, vegetable soup or broth. J. M. Mathes, Inc., is the 
agency. 


WLS Schedules Novel Salvage Radio Program 


Chicago, June 26.— As an added contribution to current war salvage 
drives, Station WLS will transport its entire National Barn Dance show 
and broadcast, with a cast of 150 people, from Chicago to Bloomington, 
Ill., tomorrow night. A four-hour program and stage presentation, in- 
cluding an hour on an NBC coast-to-coast network, will be broadcast 
with admission calling for 100 pounds of scrap metal or 50 pounds of 
rubber for each ticket. WLS will pay all expenses, with total proceeds 
from sale of the scrap to be donated to the USO. 


] 
| 
| 


the entire) 


All Other Subjects 
Subordinated to Task 
of Winning the War 


New York, June 24.—With a con- 

|vention geared to the winning of 
both the war and the peace, the 
Advertising Federation of America 
closed its 38th annual meeting here 
today with the expressed determi- 
‘nation to dedicate itself whole- 
/heartedly to those services which 
advertising is particularly able to 
render in the war effort. 
, In the only resolution adopted, 
‘aside from the conventional one 
‘expressing thanks to those whose 
work made the convention a suc- 
jeess, and another commending 
;}member clubs for the work each is 
doing individually to foster the war 
effort, the AFA asserted that in 
addition to his individual obliga- 
tions to the war effort, every adver- 
tising man has special duties, “be- 
cause advertising has the potential 
|power to perform a very special 
service of tremendous value to our 
country.” 

Declaring that resources and 
manpower must be welded into an 
effective unit “through the mind 
jand heart,” the association said that 
'“the most important of our tasks is 
to help achieve unquestioned na- 
} tional unity and understanding and 
,an invincible morale.” 


War Duties Enumerated 


“Among the specific war duties 
| which fall to us as advertising men 
jand women,” the resolution said, 
\“are the jobs of aiding our govern- 
|ment in its various appeals to the 
people, and of making known the 
‘actual requirements for victory. 

| “We also recognize the need of 
keeping our people informed of the 
vital part in the war effort that is 
|being performed by labor and man- 
agement in.our great industrial sys- 
‘tem and the supremé, jmportance of 
keeping that system Sperating on 
| the sound basis which has made 
| possible its present indispensable 
|performance. A well-informed pub- 
lic is essential not only to winning 
| the war but also for winning the 
| peace that is to follow. It must be 
well understood that only through 
freedom of individual economic 
achievement can our country and 
our people remain free.” 

In line with the all-out war 
theme, one of the highlights of the 
meeting was the report given at the 
closing general session today by Dr. 
Miller McClintock, executive direc- 
tor of the Advertising Council, who 
reviewed the behind the 
formation of the Council, its objec- 
tives, and the work it has done and 
is doing. 


reasons 


Outlines Council Growth 


He traced the growth of the sal- 
vage work of the Council, from the 
day when the task of developing a 
campaign was assigned to Leo Bur- 
jnett, Chicago agency head, who, 
working through and with the Chi- 
cago Federated Advertising Club, 
got the assistance of .00 men from 
ten Chicago agencies, and in three 
weeks turned out a complete mer- 
chandising package which won the 
immediate and whole-hearted en- 
dorsement of the Bureau of Indus- 
trial Conservation, down to the 
point where private industry is now 
spending about $2,500,000 on the 
| various salvage campaigns. 
| He revealed also that the Adver- 
\tising Council is now the “official 
‘advisory group” to the Treasury 
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ADVERTISING AGE 


3 29, 1942 


Department on promotion matters, 
and that a powerful Treasury bond 
selling drive will break shortly, its 
details having been worked out 
with the assistance of the Council. 
In addition, he said, a “task force” 
of the Council under Don Belding, 
Lord & Thomas’ West Coast vice- 
president, has put together a pro- 
gram designed to cut down the 
waste of forest fires. This program, 
Dr. McClintock said, has been ap- 
proved by the Department of Agri- 
culture and it now appears likely 
that private industry will back it 
up with a promotional campaign. 

Elon G. Borton, advertising man- 
ager of La Salle Extension Univer- 
sity, Chicago, was reelected chair- 
man of the board of the AFA at the 
meeting of the new board of direc- 
tors today, and James A. Welch, 
vice-president, Crowell-Collier Pub- 
lishing Company, was reelected 
AFA president. 

Forbes McKay, associate adver- 
tising manager, Progressive Farmer- 
Ruralist Company, Birmingham, 
Ala., was elected chairman of the 
council on advertising clubs, and 
automatically becomes a vice-presi- 
dent of the AFA. Howard Minnich, 
advertising manager, Ohio Fuel and 
Gas Company, Columbus, and Wil- 


Tulsa, were elected vice-chairmen 
of the council on advertising clubs, 
and also became vice-presidents of 
the Federation. 

Beatrice Adams, Gardner Adver- 
tising Company, St. Louis, was 
named chairman of the council on 
women’s advertising clubs, and will 
serve as this group’s vice-president 
of the AFA 

Paul Garrett, vice-president, Gen- 
eral Motors Corporation, New York, 
and William A. Hart, director of 
advertising, E. I. duPont de Nem- 
ours & Co., Wilmington, Del., were 
reelected members of the AFA 
board. Others elected to the board 
were: 

William C. Savage, 
manager, Cincinnati Post; Mabel G. 
Flanley, Eastern director of con- 
sumer relations, The Borden Com- 
pany, New York; Ray Maxwell, 
advertising manager, Missouri Pa- 
cific Lines, St. Louis; Harry Caswell, 
vice-president, Absorbine Jr. Com- 
pany, Springfield, Mass.; and D. C. 


Murray, Detroit manager, Fortune. | 


Charles E. Murphy was reelected 
general counsel of the Federation. 
The convention opened with the 
traditional opening general session 
on Monday, and was inaugurated 
with a keynote speech delivered by 


advertising 


Barton, Durstine & Osborn, and 
program chairman of the conven- | 
tion. Declaring that the war is in 
reality a world revolution, and as- | 
serting his belief that the ultimate | 
end of the revolution will be a mid-| 
dle path between extremes of right | 
and left, Mr. Barton said that “‘un- 
derneath the surface irritations 
many business men in Washington, 
and a growing number of the bu- 
reaucrats, are gaining a consider- 
able degree of mutual respect... . | 
Before this war is over, we shall 
have many men on both sides who 
will have learned that business and 
government can work together.” 


Old Days Are Gone 


“Let us not kid ourselves,” he 
said. “This war is a revolution. It | 
will not end either in the clouds | 
with Henry Wallace, or in the ditch 
with Ortega. But neither will it end | 
with a return of anything like the | 
good old days. 


least not in the sense in which ‘we | 


used to think of making money. 


You and I shall not| very challenging and 
make money the rest of our lives, at | years. 


Left to right, are George M. Slocum, Automotive News; D. G. Murray, president, 
Detroit Adcraft Club; Bruce Barton, president of BBDO; and Joseph B. Eastman, 
Defense pasa eee Coordinator 


rewarding | 


Those who fight against the | Need Advertising 
trend will be washed out.” to Help Win War, 


Henceforth we must measure our | the Office of Defense Transporta- 


lives rather in terms of inner satis- 
faction and the approval of our fel- 
low men. Those men in industry | 
who accept the new _ conditions 
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| peal 


Joseph B. Eastman, director of | 

tion, outlined the activities of “- Says Roosevelt 
office and the current status of| New York, June 22.—The m 
transportation facilities in this | direct acknowledgment made since 
country, and Thomas H. Beck, pres- | the United States entered the war 
ident, Crowell-Collier Publishing | that advertising has an” import: 
Company, voiced an eloquent ap-j| wartime role was voiced in a letter 
for lower tariffs and freer| written by President Roosevelt to 
world trade after the war, asserting |\J. A. Welch, president of the 
that if world trade is made rela-| Advertising Federation of America, 


tively free, and if “we remember | and read at the AFA’s opening gen- 
that we cannot sell unless we also |eral session here today. 


buy,” the United States can look| “My congratulations to the Ad- 
forward to the greatest era of pros- | Vertising Federation of America for 
perity it has ever witnessed. |the way in which its members 


Mayor F. H. LaGuardia of New | 


York, in welcoming the delegates to 
the city, made a strong plea for 
post-war planning, asserting that 
“we must not lose the habit of well- 
being and of a high standard of 
living.” 

“When the victory is won,” he 
said, ‘“‘we must be able to reach in 
the drawer and pull out the blue- 
prints and go to work. Advertising 


can do a great deal to prepare the 


national mind for such a situation 
and to compel thought toward a so- 
lution of these post-war problems.” 

Clare Boothe, playwright and 
correspondent for Life, urged AFA 
members and guests to think of the 
war as a total “global’’ war in 
which every key front has its 


important role, in the principal 
address before the convention’s | 
annual banquet and ball Monday 
evening. 


Rear Admiral Frederick C. Sher- 
man, U. S. N., hit one of the dra- 


|place_ in 


already have contributed of their 
time and skill to the war effort,” 
the President wrote. 


“It is obvious that there are 
many changes going on in your 
field. For the duration there will 


|be a diminution of product adver- 


tising, but this does not mean an 
end to advertising. 
“There are many messages which 


should be given to the public 
through the use of advertising 
space. The desire for liberty and 


freedom can be strengthened by 
reiteration of their benefits. 

“If the members of your organi- 
zation will, wherever possible, 
assist in the war program and con- 
tinue the splendid spirit of cooper- 
ation which they have shown dur- 
ing the past year, advertising wll 
have a worthwhile and patriotic 
the nation’s total war 
effort.” 


| Research Company 


matic high spots of the entire ses-| Receives Award 


sion at Monday’s banquet with his} 
coldly matter-of-fact report of the | 
Coral Sea battle in which his ship, | 


the U. S. S. Lexington, was de- | 
stroyed. He termed the battle one | 
of the most important in history 
because it was the first engagement | 
between aircraft carriers, 


tory of the Japanese navy by 
first class navy.” 


Store Ads Necessary 


Mrs. Sara Pennoyer, vice-presi- 
dent of Bonwit Teller, urged retail 


and be- | 
cause it was the first defeat in his-| 


“ 
a issued its fourth annual, 


| information, 
| programs, 


The 1941 edition of “A National 
Survey of the Brewing Industry” 
issued by Research Company of 
America, New York, has received 
special recognition and award from 
ithe Annual Advertising Awards 
|Committee for a research project 
conspicuous in advancing the 
knowledge of advertising. 

The Research Company has 
1942, edi- 
tion of the brewing survey in four 
sections covering general statistical 
industry problems and 
marketing and advertis- 
ing, and a brewery directory. 


advertisers to undertake the job of U. S. Steel Plans Drive 


explaining and 
changes in everyday living to con- 


clarifying the | 


United States Steel Corporation 
will release first copy in a new 


sumers as their contribution to the) new spaper campaign June 30. Four 


war effort, 


“Advertising’s Open House” Tues- 
| day. 

Thomas E. Dewey, New York 
attorney, and Charles C. Carr, 


(Continued on Page 29) 


in her speech before! 


insertions of 1,200 and 900 lines art 
scheduled for 263 newspape! n 
168 cities where the company 
plants or affiliates. Copy drama- 
|tizes the corporation’s participation 
in the war effort. Batten, Barton, 
‘Durstine & Osborn is the agenc) 


handles suv, INC 
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But Mrs. Joe 
\ Wright has a 
better way today- 


was a Sure-fire 
Wedding Gift 


The Ars. Joe Wrights’ Have Sent in 
°332,126.50 for this... 


The American Home 
MENU MAKER 


All metal in Red, Green, Blue, Yellow or 
White, to go with Mrs. Wright’s kit- 
chen colors. Holds over 1,000 Recipes. 


45 Index cards cover every classification 


of Foods Mrs. Joe will ever need. 


% Lf you haven't met 
the Joe Wrights, we'll 


| 


i 


send you their story. 


\ Mr. and Mrs.... Buddy & Sis i f a GUARD oe 
Can You Use Over a —_ gaia 

23 Million 
Wright Families? 


ALL MAGAZINES SELECT AUDIENCES 
OURS isa FAMILY Audience. It creates a planning and buying 


mood for your benefit every time the ma gaxine is picked up. 
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Utility Advertising | 


Enters ‘New Era’ 
Because of War 


Agree Shortages | 
Forcing Sounder 
Public Relations 


New York, June 24.—A revolu-| 
tion in public utility advertising— 
from selling appliances to selling | 
utilities— was echoed throughout 
the three-day convention of the 
Public Utilities Advertising Asso- 
ciation, which concluded its joint 
session with the Advertising Fed- 
eration of America here today. 

Half a hundred representatives 
of gas, light and _ transportation 
utilities—small and large—and out- 
side speakers all concurred in the 
general opinion that utility adver- 
tising is, as a result of the war, 
entering a new, more important 
phase. 

Hardly had the first “Hell Box” | 
session on Monday opened when 
several speakers from the floor 


|drought in 1941. 


chorused the principal question that 
dominated the discussions, “Are we 
working for our employers, or for | 
the appliance manufacturers?” 

| 
Practices Revised 


One Western utility adman re-| 
ported a survey which revealed that 
more than half of his customers 
believed they purchased their light 
from Westinghouse or General 
Electric, and could not name the 
company that supplied their power, 
although they received monthly 
bills. Half a dozen speakers agreed 
that the lack of goods to sell has, 
since the United States entered the 
war, forced complete re-examination 
of advertising principles and prac- 
tices. Their copy first went through 
the “flag-waving” phase, and finally 
shifted to “face-to-face,” “matter- 
of-fact’”’ discussions of mutual prob- 
lems with consumers. 

In the opening session John 
Marsh, advertising manager of the 
Georgia Power Company, Atlanta, 
warned other utility men to prepare 
now for eventual power rationing 
in many territories, recounting the 
enthusiastic public cooperation that 
was received when pictures of dried 
up reservoirs convinced newspaper 
readers of the seriousness of the 
He warned that 


utilities must sell the public on 
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power rationing and other service 
curtailments lest “they end up 
hating you instead of the govern- 


ment” if the need for restrictions | 


was not made clear. 


George Whitwell, vice-president 


in charge of sales of the Philadel- | 


phia Electric Company, reported 
Tuesday that his company’s con- 
sumer surveys had found “abso- 
lutely no sentiment against adver- 
tising as such.” 

“Advertising is being read just 
as thoroughly as ever before,” he 
reported. “Our customers want 
desperately to know how to conduct 
their lives in line with the rigors 
of wartime and how to maintain as 
high a standard of living as they 
can in keeping with the war effort. 
They depend on advertising for 
that information.” Mr. Whitwell 
said that many customers are irked 
by ads that boast of contributions 
to the war effort, ads that claim 
that individual products are “win- 
ning the war.” 

Davis M. DeBard, vice-president 


of Stone & Webster Service Corpo- | 


ration, speaking Tuesday afternoon, 
warned that advertising in wartime 
is vulnerable, but that any cessation 
of utility advertising would be “a 
deliberate sabotage of the invest- 
ment built up during normal times.” 


“Advertising must be used to sell| point of contact with the American |building newspaper advertisi: 


HE USED TO BUILD AUTOMOBILES IN DETROIT 


For more than two decades the automotive 


worker has been a symbol 


product of his skill not only placed America 
on wheels, but flashed the fame of Detroit's 


industrial greatness to the 
the earth. 


The automotive worker 
a grand job for Detroit, and for the 
Nation. According to the Michigan Depart- 
ment of Labor and Industry 250,000 former 
automobile workers have now joined forces 
with a quarter-million other war workers 
in the Detroit area to produce the trucks, 


tanks, bombers, planes and 


needed for victory. The average weekly pay 
of these workers in April, 
$53.54 each, or a total EXCEEDING 26 MIL- 
LION DOLLARS WEEKLY! There's pur- 
chasing power for you, now, and for the future. 


of Detroit. The 


four corners of 


The patriotism and close proximity of these 
workers to the armament they create is result- 
ing in the investment of a substantial part of 
their earnings in War Bonds. They have 
money to spend now and when the war is 


over. The advertiser who impresses his name 


is still upon them 


doing 
and later. 


guns so urgently 


this year, was 


will reap rich dividends now 


And it is so easy and economical to reach 
this great buying power audience in Detroit! 
Here one newspaper, The Detroit News, will 
deliver your message to 63.8% of all the city 
zone homes taking any newspaper regularly. 
The News also offers the largest city and trad- 
ing area circulation of all Detroit newspapers, 
and the largest A.B.C. recognized HOME 
DELIVERED circulation of all newspapers 
in the United States. 


The Detroit News | — 


"Ome WEWSPAPER 


WEEKDAYS. 380,495 | SUNDAYS) 359.379 


our customers and the public that 
we have work to do, hardships and 
heartaches to bear and sacrifices to 
make in order to win this war,” he 
suggested. “‘Advertising that incites 
non-essential buying and increases 
consumption is not in good taste, 
but advertising used as an educa- 
tional force so that it will mold pub- 
lic opinion and guide people to a 
greater war effort is the need of the 
hour.” 

Ashton B. Collins, Reddy Kilo- 
watt Service, calculated that the 
public utilities were losing 375 mil- 
lion sales and service contacts due 
to the war, and that since Pearl 
Harbor utilities advertising has en- 


tered “a new era” of public service | 


and public relations. 

Walter J. Weir, vice-president 
and copy chief of Lord & Thomas, 
outlined a dozen or more copy 
themes of importance in utilities 
advertising today, themes largely 
in the fields of appliance main- 
tenance, power conservation, nutri- 
tion and active support of such war 
activities as bond sales. 
| He urged utility advertisers and 
|others to shake their fear of in- 
| creasing governmental control, and 
|to adopt a “more courageous” out- 
| look in their advertising. 
| “Advertising is business’ last 


/consuming public,” Mr. Weir pointed 
| out. 
| “It’s the last means business has 
for preserving its franchise as a 
free operating enterprise. The 
| longer business hesitates, the longer 
/it puts off a resumption of curtailed 
| advertising, the more precarious be- 
comes its position, the more it in- 
vites the very thing it fears.” 

Al C. Joy, retiring president of 
the PUAA, in his review of 
the sessions on Wednesday, warned 


| against continuing advertising “just | 


to support a free press.” 

“We are buying newspaper space 
to benefit ourselves and not the 
| press. We are buying that space to 

reach the public and not to reach 
the editor.” 

| Mr. Joy also emphasized that the 
current trend to sell the company 
rather than to sell the appliance 
was a healthy one, and would prob- 
ably influence post-war advertising 
| in the utilities field. 


| 


Clara Zillessen 
lst Woman Chief 
of Utilities Group 


New York, June 24.—Clara H. 
Zillessen, advertising manager of 
| the Philadelphia 
Electric C o m - 
pany, today be- 
|came the first 
woman president 
of the Public 
| Utilities Adver- 
tising Associa- 
tion. Miss Zilles- 
sen was elected 
| to succeed Al C. 
Joy, advertising 
manager of the 
Pacific Gas & 
|Electric Com- 
|pany, San Francisco, at the con- 
| cluding session of the 20th an- 
nual convention of the associa- 
| tion, held in conjunction with the 
Advertising Federation of America 
convention at the Commodore 
Hotel. 


Clara Zillessen 


| Spain, Public Service Electric & 


Gas Company, Newark, N. J., first) 
J. V. MacDonald, | 


vice-president; 
Boston Edison Company, second 
vice-president; Russell I. Seymour, 
Kansas City Power & Light Com- 
/pany, third vice-president; 
Amarillo, Dale 


Tex., secretary; 


Remington, Wisconsin Public Serv-| 
ice Corporation, Green Bay, treas- | 


urer. 

Directors include Al C. Joy, re- 
| tiring president; C. J. Allen, Con- 
|necticut Light and Power Company, 
Waterbury; H. Paul Hoheisel, Okla- 
homa Gas & Electric Company, 


Atlanta Gas Light Company, At- 
lanta, Ga.; Harold J. Rowe, lowa 
Electric Light and Power Company, 
Cedar Rapids; E. K. Hartzell, East 
Tennessee Light & Power Company. 


= | Company, 


Waldo | 
M. Wright, Amarillo Gas Company, | 


Oklahoma City; Gussie O. Jones, | 
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Annual Awards 


Reflect Improved 
Utility Ad Copy 


New York, June 23.—Advertisin; 
copy devoted largely to war servics 
and to interpreting the service rol 
of public utilities today receivec 
119 national and regional award 
in the Better C»py Contest of th 
Public Utilities Advertising As 
sociation, meeting at the Hote 
Commodore this week in conjunc 
| tion with the Advertising Federa 
| tion of America. 

R. I. Seymour, advertising man 
ager, Kansas City Power and Ligh 
Company, Kansas City, Mo., chair 
man of the Better Copy committe: 
made the awards to winners s¢ 
‘lected by judges outside of tl 
utilities field. More than 1,4( 
entries were made by utility con 
panies and agencies representi: 
the electric, gas, water and tran 
portation utility industries, reflec 
|ing increasing interest in the dri\.e 
‘to improve utility advertising. 

Winners of national awards 
the various classifications include 

Public relations newspaper a‘\- 
| Vertising, Cincinnati Gas & Electric 
|Company, Cincinnati; electric lovd 


|Public Service Electric and Gas 
|Company, Newark, N. J.; electric 
/merchandise newspaper advertising, 
|Indianapolis Power & Light Com- 
/pany, Indianapolis; gas load build- 
|ing newspaper advertising, Boston 
Consolidated Gas Company, Boston; 
|gas merchandise newspaper adver- 
tising, Pacific Gas & Electric Com- 
pany, San Francisco. 

Campaigns: Connecticut Light & 
Power Company, Waterbury, Conn.; 
| transportation newspaper advertis- 
ing, Wisconsin Public Service Cor- 
| poration, Green Bay, Wis.; employe 
|magazine, Niagara Hudson Power 
Corporation; employe newspaper, 
Cincinnati Gas & Electric Company, 
| Cincinnati; residental bill enclos- 
j}ures, Southern California Edison 
Company, Ltd., Los Angeles; resi- 
dential direct mail, Connecticut 
Light & Power Company. 
| Industrial and commercial direct 
mail: Nebraska Power Company, 
Omaha; special booklet, West Penn 
Power Company, Pittsburgh; win- 
dow or inside display, Philadelphia 
Electric Company; outdoor advertis- 
ing, Philadelphia Electric Company; 
radio advertising, Duquesne Light 
|Company, Pittsburgh; annual re- 
|ports, Texas Power & Light Com- 
|pany, Dallas; motion pictures, Pa- 
|cific Gas & Electric Company, San 
Francisco. 


Dorrell to Henri, Hurst 

| W. Ward Dorrell, formerly in the 
Chicago office of the Paul H. Raymer 
has been named radio 
director of Henri, Hurst & McDon- 
ald, Chicago. Mr. Dorrell was for- 
| merly associated with Westinghouse 
| Electric & Mfg. Company and at 
| one time was manager of Stations 


g | WOWO and WGL. David Dole con- 


tinues as the 
radio director. 


Kroto Named V.P. 


agency’s assistant 


Cambridge Rubber Compuony, 
|Cambridge, Mass., has appointed 
H. J. Kroto executive vice-presi- 


|dent and general merchandise miin- 
ager of its subsidiary, Cambri (ge 
Rubber Ltd., Montreal. 


Other officers elected were T. H. | 


‘BUSINESS | 


“ 4 


of the most USEFUL magozines in Amer 
today. Wherever you find it, you find 
| business man .. . well informed.” 
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Alderson Heads New 
Merchandising 
3ranchofQPA 


Washington, D. C., June 25.— 
Turning to merchandising for aid 
educating the public to price 
mtrol and rationing, the Office of 
rice -idministration has_ estab- 
shed a new branch which has as 
major function the encourage- 
ent of advertising designed to 
<plain wartime restrictions, it was | 
earned today. 
Regarded as a highly significant 
evelopment which should set at 
st all remaining fears that OPA 
anti-advertising, the step also 
iarks a pronounced shift in direc- 
yn for the consumer division in 
hich the new effort will be cen- 
tered under the name of commer- 
cial relations branch. 


Alderson Heads Branch 


Wroe Alderson, former market- 
ing analyst for Curtis Publishing 
Company, will head the branch. He 
will be aided by a staff of adver- 
tising experts, most of them already 
selected but not yet on the job. 
Their names will be revealed at an 
early date. One of them, John Orr 
Young, a co-founder of Young & 
Rubicam, is already at work. 

Mr. Alderson represented OPA at 
the Newspaper Advertising Execu- 
tives Association convention § at 
Columbus last week, and indicated 
at that time how newspapers can 
not only aid OPA in its educational 
job but also gain new advertising 
revenue. Creation of the new 
branch to foster such merchandis- 
ing effort was not disclosed at that 
time. 

In an interview with ADVERTISING 
Ace today, Mr. Alderson explained 
that the new branch has _ no 
authority, will issue no orders, and 
will ask no favors from media or 
advertisers. It will, however, appeal 
to the self-interest of business gen- 


ate = ww A 


éet hw & A 


properly - directed merchandising | 
programs can make price relief un- | 
necessary in many cases and thus | 
enable OPA to give relief when it | 
is unavoidable. 


Some Results Already 


Although the new branch is just 
starting, some results have already 
been achieved. A conference with 
business paper editors in the retail 
field led to the preparation by drug 
publications of lists by which drug- 
gists could comply with price-post- 


|ing requirement of the freeze regu- 


lation at a sale price of 30 cents 
each. These booklets are expected 
to go far toward eliminating the 
difficulty OPA has encountered in 
getting compliance with the freeze 
order among druggists with their 


thousands of items. 

Another aspect of the merchan- 
dising program, Mr. Alderson re- 
vealed, involved the instalment-in - 
reverse plan developed by Rolf 
Nugent of OPA. This general plan 


,of paying in advance for goods to 


be delivered when they become 
available after the war has been 
endorsed by several advertising 


groups. Details of how this effort 
will be made will be revealed at a 
later date. 

Mr. Alderson was one of the in- 
ner circle which drew up the gen- 


eral freeze order, having been 
called to Washington when _ its 
adoption was deemed necessary. 


His present boss, Price Adminis- 
trator Leon Henderson, was an as- 
sociate in the NRA organization. 


Harriet Elliott 
Named to New 
Federal Post 


Washington, D. C., June 25.—Dr. 
Harriet Elliott, who resigned last 
November as_ associate adminis- 
trator of the consumer division of 
the Office of Price Administration 
after heading up consumer efforts 
from the outset of the defense pro- 
gram, relinquished her academic 
responsibilities again today to ac- 
cept a new federal post. 

Secretary of the Treasury Henry 
Morgenthau, Jr., appointed Miss 
Elliott as assistant field director, in 
charge of women's activities, War 
Savings Staff. She will seek to or- 


ganize women to stimulate sales of 


|war bonds and stamps. 


Since her departure from Wash- 


‘ington last fall, Dr. Elliott has been 


filling her former role as dean of 
the women’s college at the Univer- 
sity of North Carolina. 


Issues Press Directory 


The North Carolina Press Asso- 
ciation, West Jefferson, N. C., has 
issued a 16-page, two-color rate 
and data directory of daily and 
weekly newspapers of the state. In 
addition to the listing of 44 daily 
and 175 weekly newspapers, the 
booklet contains a section giving 
information about North Carolina. 
Copy and art work were prepared 
by E. A. Resch, Chatham Adver- 
tising Agency, Siler City, N. C. 


1 


erally to see that price control and | 
rationing are understood and work | 
with the least possible hardship. | 
The inflation which OPA seeks to 
prevent would be more disastrous 
to business than to the officials 
leading the fight. 

The commercial relations branch 
will work with all trade groups, 
including all media, in devising 
merchandising programs which 
work not only to the advantage of 
the advertiser but also to that of 
the government. 
scale 


in past months, advertisers 


and media have been seeking OPA’s | 


aid in performing an educational 


job, and that accounts in part for | 


the creation of the new branch. 
Mr. Alderson gave an example of 
how department store advertising 
can be utilized to coincide with 
OPA’s program. He advised retail- 
ers to “concentrate requests for re- 
lief on major cases of hardship and 
merchandise your way out of minor 
one 


( SUPERB 
ART-COPY 


Chromart Colorprint from 
Nodachrome is the best that 
money can buy. 


possesses full art-copy qual- 
’, as required by makers of 
ie color plates. That is why 
iding agencies rely on our 
rint service, 


\ Chromart can be dramat- 
ally displayed, retouched, 
asted into artwork. A 
.odachrome cannot. 


a P ° 
rices start at $38. Investi- 


ate! 


PHOTOCHROME 


\ 5337 North Fairfax, Hollywood 


Overnight by Plane 
a 


On an increasing | 


By this he pointed out that | 


Basic NBC Red NETWORK STATION 


phe: 


“SYRACUSE, NEW YORK 
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Business Urged 
fo Reassure Labor 
on Post-War Jobs 


‘Long Term’ Morale 
Building Called Aid 
to War Effort 


when the war ends and war pro- 
duction eases off.” 


“Have you taken any steps to) 


give your employes the vital long- 
‘term lift that would come from 
some sort of assurance that there 
| will be jobs when the war is over?” 
he asked. “Have you done any- 
thing to convince them that your 
|company plans to sell in peace, and | 
‘that you are even now making! 
plans for new products and new 
uses which should mean jobs in the | 
post-war era? 

“To a very large extent booms | 


changing the outlook of employes 
'and the public at large must be be- 
gun immediately, he said; the plans 
which industry has developed and 
is developing for post-war market- 
_ing should be, insofar as possible, 
‘revealed now, with particular em- | 
| phasis upon their revelation to the | 
‘employes currently engaged in| 
turning out military goods. 

In addition to this new task for 
| wartime advertising and public re- | 
lations, he said, current advertising | 
| must be directed to four important 
groups instead of one, and must en- | 


New York, June 23. — Quoting | and depressions alike are psycho-| compass a variety of objectives if it 


statistics developed by Liberty in a | logical,” 


recent readership survey to show 
that the bulk of the American} 


} 


he said. “If we permit an 
unreasonable ogre of ‘post-war de- | 
pression’ to plague the minds of the | 


people look forward to the end of| public and ourselves, we not only 
the war with a pessimistic view- inevitably guarantee such a post-|was addressed only to customers | ordinator of the Office of Facts and 


point as far as their economic status | 
is concerned, S. R. Bernstein, editor 
of ADVERTISING AGE, 


important, 
today urged right now, when we need it to win 


war depression, but what is equally 
we drag down morale | 


advertisers to do everything possible | the war.” 
to reassure employes about the pos- | 


sibilities of post-war employment 
and industrial activity. 


Must Have Confidence 
Declaring that while it is possible 


Speaking before the direct ad-|to go too far in this direction and 
vertising conference of the Adver-|thus induce an economic post-war 


tising Federation of America, Mr. | 
Bernstein declared that companies 
which are currently 


| 


spree, Mr. Bernstein asserted that 
nevertheless, in his opinion, the im- 


working on/|mediate problem is to make sure | 


war orders must do everything pos- | that “we as a people enter upon the 


sible to “ease the aching worry in| 


the hearts of your workers who 


post-war years with an outlook of 
hope and confidence, rather than! 


‘is to fulfill all the functions it must | 
| fulfill to be completely successful in 
a war economy. 

Whereas’ advertising generally 


|and prospects, and only for the pur- 
|post of selling goods, it must now 
ibe addressed to suppliers, in order 
'to make them and their employes 
more eager to supply vitally needed 
materials; it must be turned inward 
upon the advertiser’s own employes 
in order to bolster morale and in- 
crease productive effort; it must 
|continue to be addressed to custom- 
lers and_prospects, but primarily to 
explain why they can’t buy any- 
thing; and it must be devoted, in 
part at least, to public service and 
policy matters, to morale building | 


HIT THE HEART 


OF 


HOUSTON MARKET 


THE 


With The Chronicle’s BIG Home-Delivered Circulation ! 


28.67% MORE 


47.5% MORE 


Sid 


Daily Home-Delivered 
City Circulation than the 
2nd Houston Newspaper. 


Deity Home-Delivered, 
Circulation than the 
Houston Newspaper. 


LACKOUTS... rationing... War 

is making the home the heart of 

any market, today more than ever 

before. And in Houston The Chron- 

icle is the HOME newspaper, today 
more than ever before. 

At an all-time high now, The 
Chronicle’s home-delivered circula- 
tion, daily and Sunday, provides far 
more coverage than either other 


Houston newspaper. 


But The Chronicle’s wide leader- 
ship extends to EVERY zone of cir- 
culation — has broadened from 
year to year for 29 consecutive 
years. The Chronicle is 
Texas’ largest daily, with 

the lowest milline in the 


state. 
March 31, 


1942, A. B. C. Publishers’ Statements. 


H 


now 


last 


FORBES SAYS HOUSTON 


U. S. SALES HIGH SPOT 


Forbes Magazine for May 
15th for the second straight 
month says Houston is the 
hottest 
the U. S. 


opportunities in Houston 


sales 
above June, 
ing to the U. S. Department 
of Commerce. 


OTTEST 


sales high-spot in 


Forbes says sales 


are 25° greater than 
year—and June retail 
last year were 23% 
1940, accord- 


Pay Rolls in Houston Are Running 53.57 Above 1929! 


>THE HOUSTON CHRONICLE 


First in Circulation and Advertising for 29 Consecutive Years 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


|which each company 
|help win the war. 


Boom “Inevitable” 


At the afternoon session, presided 
|over by Douglas Wakefield Coutlee, 
|director of advertising for Merck 
& Co., James L. Wick, economic an- 
‘alyst of Prentice - Hall, declared 
‘that a post-war boom is inevitable 
_unless war or post-war inflation 
_upsets the apple cart. We shall 
have the job of retooling the world, 
he said, and the machine tool in- 
dustry will operate at maximum 
“capacity for several years after the 
war ends. In addition, a tremendous 
/boom in housing and in other civil- 
|ian activities can be anticipated. 

| Clyde M. Vendeberg, program co- 


is doing to 


| Figures, told the group of the gen- 
esis and the operation of the WPB 
war production drive, and stressed 
the point that Washington can 
merely direct this drive, but that 
|advertising men within war pro- 
duction plans must carry on and 
do the actual work. 

At the morning session of the 
direct mail group, Frank L. Egner, 
vice-president, McGraw - Hill Book 
Company, urged direct mail adver- 
tisers to remember that there are 
still millions of people in this coun- 
try who need and want things 


also warned them that mail appeals, 
as well as all other advertising ap- | 


the present public frame of mind, 
and must be related to present-day 
problems and reactions. 

John Smith, John A. Smith & 
Staff, Boston, exhibited a number 


envelope enclosures may be used 
efficiently, and Francis D. Pratt, 
circulation director, Time, Inc., pre- 
sented numerous examples of how 
wartime problems offer unusual op- 
portunities for building closer rela- 
tionships with customers. 


Revised Codes for 
Press and Radio 
Are Announced 


Washington, D. C., 
After nearly six months’ experience 


with censorship, the Office of Cen- | 
its first | 


issued 
press and radio, 
restrictions and 


sorship this week 
revised codes for 
adding some new 
‘removing others, and_ including 
clarifications of rules which have 
been issued during past months. 
Insofar as advertising is con- 
cerned, the revised versions make | 
no change, merely repeating that | 
“all requests in the code apply to 
advertising matter.” The _ radio 
code, however, contains a new sec- 
tion covering commercial conti- | 
nuity which requests broadcasters 


mission of subversive information 
through the use of the commercial 
continuity in program or announce- 
ment broadcasts.” Director of Cen- 
sorship Byron Price told a press | 
conference this section was inserted | 
at the instigation of broadcasters, 
|/but did not explain what incidents, 
\if any, made it necessary. 

In the case of both press and 
radio codes, revisions were worked 
out with the aid of representatives 
from each industry. Clauses cover- 


ing press reports and radio news- | 


casts in the event of enemy air 
'raids were inserted in both codes. 
Broadcasters outside of the area 
under attack are now asked not to 
mention the action unless expressly 
authorized to do so by the War 
Department. 


U.S. Chamber Issues 
War Agency Directory 


A directory containing the names 
and addresses of federal war agen- 
cies, including executive personnel, 
advisory committees, field offices, 
and room and telephone numbers, 
has been published by the Chamber 
of Commerce of the United States 

Probably the most complete and 
useful directory of its kind, it is up 
to date as of the first week of June. 
Individual copies may be obtained 


free from the War Service Division | 


of the Chamber at Washington. 
Quantities will be furnished at 15 
cents each. 


| ¥ 
Bring in your 
Scrap Rubber now 


Get in the Scrap! Help win the War 
O=2oeo flak 


Eleven Eastern oil companies cooperate 
last week to place this one-time fu! 
page ad in 216 newspapers of 125 cities 
Copy, placed by Lennen & Mitchell { 
the Petroleum Industry War Coun: 
carried trademarks of the participati: 
companies and urged the public 

“bring in your scrap rubber now to » 

gasoline dealer, before July |." 


ow 


~< 


‘which they can still purchase, but | 


of actual case studies to show how | 


June 26.—| 


to “be alert to prevent the trans- | 


When Is Renting 


Selling? OPA 
Has the Answer 


Washington, D. C., June 25.--A 
“lend-lease” plan originated by 
R. H. Macy & Co. and also adver- 
tised by other New York dep 
ment stores was killed today w 
the Office of Price Administration 
|/ruled that schemes by which ty; 
writers are rented, but with the 
seller collecting the full sales price 
either at time of purchase or in | 
stalments, are in violation of ration- 
ing regulations. 


peals, must definitely be attuned to | 


Under the plan, purchasers did 
not receive title to the machines 
they bought, in view of the OPA 
prohibition against sale of type- 


| writers except on rationing certili- 


‘cates. Dealers thereby unloaded 
their frozen stocks while still “keep- 
ling a string” on the typewriters, 


|which could be called back and the 
purchase price less rental charges 
/refunded. 

OPA pointed out that even 
though advertisements specify that 


the agreement will terminate if 
OPA orders the recall of “lend- 
lease” typewriters, the essential 


features of this type of transaction 
|have been consistently held by the 
courts to constitute a sale. 


Nelson Named President 


Forrest Nelson, MacWhyte Com- 
|pany, Kenosha, Wis., has _ been 
elected president of the Milwaukee 
Association of Industrial Adver- 
tisers, succeeding E. T. Slackford, 
| Harnischfeger Corporation. Reuben 
| Freitag, Briggs-Stratton, has been 
named vice-president; Max G. An- 
drietsch, Trico Fuse Company, sec- 
| retary; Ken Cook, Heil Company, 
assistant to the _ president: and 
/Ralph Diehl, Falk Corporation, 
|assistant to the vice-president 


la 


WATERFORD 


TROY 


N ISLAND 


Sociale ieee 
WATERVLIET 


The REAL Troy (the Troy A.B. C. 
City Zone) contains more than 
115,000 consumers, is a major New 
York State market. The Record 


_ Newspapers, sole Troy dailies, 


reach 92% of all homes here. 
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FCC Chairman 
Intends to Seek 
Regulatory Powers 


Washington, D. C., 


eral Communications Commission | 
told the House interstate commerce 


committee today that he will ask) 


Congress for specific power to 
regulate relations between radio 
networks and their affiliates in case 


the courts decide FCC does not al- | 


ready possess that power. 

Chairman Fly revealed this plan 
n answer to a question asked by 
Rep. James W. Wadsworth. Other 
statements made by the witness to- 
day also indicated a willingness not 
previously expressed by FCC to as- 
sist in rewriting radio law, although 
not along the lines of the Sanders 
bill now under discussion. 

Rep. Charles A. Halleck asked 
Chairman Fly if there isn’t “any 
way the statute could be amended 
to make it better?” and drew a re- 
luctant “I think so” from the wit- 
ness, although Chairman Fly added 
that he remains “reluctant to sug- 
gest” that Congress should tackle 
the controversial problem in war- 
time. Rep. Alfred L. Bulwinkle 
also questioned Chairman Fly per- 
sistently until he gained a promise 
of a “private discussion” 
FCC chief on the subject of an 
amendment regarding the length of 
licenses. 


Suggest Longer Periods 


Rep. Bulwinkle, 
Halleck, suggested the period ought 
to be longer than the three years 
now permitted by law. Chairman 
Fly said that until a few years ago 
licenses were good for only six 
months but are now of two years’ 
duration and added that he 
“shouldn’t be surprised” if the pe- 
riod was extended to the full legal 
limit. 

Continuing with his prepared 
statement on the provisions of the 
Sanders bill, Chairman Fly 


the proposed changes would be “to 
slam the door in the face of anyone 
seeking to enter the radio broad- 
casting field.” He also raised ob- 
jections to all three of the proposals 
submitted by Neville Miller, saying 
the one calling for mandatory de- 
claratory rulings would “get us 
across a barrel,” and terming “en- 
tirely superfluous” the — section 
which would prevent FCC from 
taking regulatory actions not spe- 
cifically authorized. The third, re- 
lating to the network regulations, 
will be discussed in detail when 
hearings are resumed June 30. 


DELAY FLY’'S CONFIRMATION 

Washington, D. C., June 25.— 
Senate confirmation of the presi- 
dential appointment of Chairman 
James L. Fly of the Federal Com- 
munications Commission was 
ferred today at the request of Sen. 


HOW 
CAN YOU 
STRENGTHEN 
YOUR 
ADVERTISING 
IN THE 
FARM MARKET? 


...USE 
FARM 
PUBLICATIONS 


June 25.—) 
Chairman James L. Fly of the Fed- | 


with the} 


joined by Rep. | 


de- 
clared that the effect of adopting | 


de- | 


Charles L. McNary, who said that 
several Republication senators | 
| wished to be present when the mat- 
|ter reaches the floor. 
| Confirmation had been slated for | 
|today after the Senate interstate 
‘commerce committee had unani- 
|mously approved the nomination 
i in the week. A Republican 
ber of the committee, Sen. 
Charles W. Tobey, was reported to 


length during a closed hearing, but 
‘did not vote against confirmation. 

Chairman Fly’s present appoint- 
|ment expires June 30, and hence 
the Senate is expected to take ac- 
tion before then. Despite the ap- 
| parent opposition of several Repub- 
jlicans, his confirmation appears 
|certain. 


have questioned Chairman Fly at | 


WPB Announces Two 


‘Pulp and Paper Meetings 

The pulp and paper branch of| 
ithe War Production Board will 
hold two general meetings this! 
/week to inform the industry of the! 
|policies and work of the branch. | 
One session will be held July 1 at 
the Waldorf Astoria, New York, at 
|2:30 p. m. The other will be held | 
at Chicago, July 2, at 11 a. m. in| 
the Drake Hotel. 


Abels Heads NEA 


Edwin F. Abels, publisher of the| 


|Outlook, Lawrence, Kan., 
elected president of the National 
Editorial Association at its 57th 
annual convention at the Chateau 
Frontenac in Quebec, June 25. Mr. 
Abels has served three terms in 
the Kansas legislature. 


Was | 


WPB Reduction 
of Cosmetic Lines 
Blueprint Told 


Washington, D. C., June 25.—The 
War Production Board announced 
officially today that the forthcom- 
ing limitation order on production 
of cosmetics will order a reduction 
‘in the number of permitted shades 
‘and odors of a wide variety of items 
| ranging from lipsticks to “‘cosmetic”’ 
| stockings. 

The object of this curtailment 
| will be to save container and clos- 
jure material, and members of the 
industry advisory committee were 
warned at a recent meeting that no 
metals for closure purposes are 


likely to be permitted under the 
order. The industry is studying the 
suitability of plastic, paper and 
wood closures, and experimental 
paper and wood lipstick holders 
and paper cream jar covers have 
already been designed. 

Other curtailments beyond sim- 
plification of shades and odors will 
include a limitation on output of 
less essential items and a curb on 
container sizes, according to present 
plans. 


‘Heads Poultry Paper 


Lloyd S. Larson, who formerly 
operated Lloyd S. Larson Advertis- 
ing Service, Mankato, Minn., has 
been named editor of Poultry Sup- 
ply Dealer, Chicago, and has been 
elected secretary of the company. 


weather. 


us show you t 


*Sales Management, 


family 


hat 


April 10, 1942 


is 66% 


There is only one Grand Canyon, an unparalleled beauty spot, 
and a unique creation of the combined forces of time and 


Unique, too, is the combination of WTIC’s leadership in a 
market where buying income per 
national average.* 


above ee 


Use the power and prestige of WTIC to establish and maintain 
good will in this prosperous Southern New England area. 


Let 


THERE’S NOT ANOTHER LIKE IT! 


DIRECT ROUTE TO AMERICA’S NO. 1 MARKET 


The Travelers Broadcasting Service Corporation 7 
Member of NBC Red Network and Yankee Network 


Representatives: WEED & COMPANY, New York, Chicago, Detroit, San Francisco 
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ADVERTISING AGE 


Post Office Asked 
fo Submit New 2nd, 
3rd Class Rates 


Washington, D. C., June 25.— 
The six billion dollar tax bill turned 
over to drafting experts by the 
House ways and means committee 
this week contained no provisions 
for raising mail rates despite the 
committee’s action in voting not 
only to put second class mail on a 
paying basis but also third class 
postage as well. 

The committee’s vote on third 
class, which includes circulars 
and other advertising matter, was 


similar to that taken a week earlier | 


on second class by which magazines 
and newspapers, except weeklies 


circulated within the county, would | 


be required to pay higher rates de- 
termined by the Post Office Depart- 
ment. 


Walker’s Move Next 


The next move is apparently up| 


Frank C. 
The committee asked him 


to Postmaster General 
Walker. 


to furnish new rate schedules which | 
would result in wiping out a second | 


class deficit of $78,000,000 and a 
third class deficit of $26,000,000 an- 
nually. 
before the job is done, as the com- 
mittee hopes, the new rates will be 


incorporated in the bill slated to) 


reach the House floor the week of 
July 6. 


If he reports that it is impossible | 


to draw up a new rate schedule in 
such a hurry, several courses may 
be followed. If received in time, an 


effort could be made during floor | 


debate on the bill in the House to 
write in new postal rates. If not, 
a separate bill may be introduced 
later. 
Enthusiasm Lacking 

| Judging by the lack of enthusiasm | 
‘among postal officials for the mail 
rate proposal when first suggested | 
last week, it is possible that the de- 
partment will report to the commit- 
tee that any rate increases, or at 
least increases heavy enough to 
wipe out the losses if volume is 
maintained, are inadvisable and 
|'would only lead to reduced postal 
revenue. 


The department may also try to} 


| persuade the committee to postpone 
j}action because a thorough study of 
all mail rates has been under way 
for some time, in an effort to de- 
|termine whether higher rates could 
be established without reducing 
volume and hence revenue. 


When ' 


this ale will be aia | is not 
known. 


If the cabinet officer acts | 


| SCRIPPS-HOWARD | 
FAVORS REVISED RATES 
Washington, D. C., June 25.—| 
Scripps-Howard Newspapers came 
out editorially today in favor of in- 
creased second and third-class mail | 
rates. Reiterating a position taken 
when the same issue was raised in 
|the past, 


and remaining consistent 
with the chain’s stand on paid ad- 
vertising by the government. 


“No Free Ride” 


The Washington News said it and | 
Scripps-Howard “want no free ride | 
at the taxpayers’ expense. We are | 
willing to pay the cost of distribut- 
ing our newspapers. We would 
like to see other newspapers and 
magazines join in asking for aboli- 
tion of this government subsidy. 
| Those who refuse need not be sur- 
prised if their editorial utterances | 
against the government’s other 
gratuities fail to convince. War is 
|imposing a heavy load on present 


gts ? & ba eee 
e 1 29, 1942 
PROMOTION'S 'BIG TEN’ IN ‘40-'41 ag 
1941 1940 
1. General Motors 1. General Motors 
2. Procter & Gamble 2. Procter & Gamble 
3. General Foods 3. Chrysler Corp. 
4. Lever Bros. 4. R. J. Reynolds Tobacco 
5. Colgate-Palmolive-Peet 5. General Foods 
6. R. J. Reynolds Tobacco 6. Liggett & Myers 
7. Chrysler Corp. 7. Lever Bros. 
8. Liggett & Myers 8. Sterling Products 
9. Sterling Products 9. Colgate-Palmolive-Peet 
10. Ford Motor Co. 10. Ford Motor Co. 


War Bond 


Promotion Costs 
Deductible, Dailies 


Washington, D. C., June 25.— 
Actual production costs incurred by 
newspapers in the preparation of 
advertising donated by the papers 
to promote the sale of war bonds 


and future taxpayers. The need for 


stringent economy in every govern- | 


/ment activity not essential to win- 
ning the war outweighs whatever 
|reasons there may have been in 
other times for giving publishers 
and advertisers the privilege of 
postal service at less than cost.” 
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Bringing You Transportation Advertising 
at its Best...in One of America’s Richest Markets! 


AS OF JULY 1, 1942, the firm of Reid and Severin has been 
appointed as representatives of Indianapolis Railways, Inc., for 
transportation advertising in all vehicles of the company’s system. 


— This step is but one of several which have been taken to 


make this powerful medium as 


tisers in the Indianapolis market. 


—Reid and Severin will provide complete information on 
transportation advertising as an effective medium, detailed cir- 
culation data for the medium in Indianapolis, and full facts 


about the Indianapolis market. 


—And you can depend on Reid and Severin, in cooperation 
with Indianapolis Railways, Inc., 
advertising campaign gets the best of service. Your advertising 
messages will be carefully and cleanly displayed and maintained 
—their positions will be varied from vehicle to vehicle through- 
out the system—they will be properly illuminated at night— 
and you may be sure of getting the representation you pay for. 


—Reid and Severin pledge 


effective as possible for adver- 


@ CAR CARD advertising circulation 
in Indianapolis is booming — up to 
8,000,000 riders per month—a 25% 
increase over last year! And in Indian- 
apolis these riders have money to 
spend for your products. 


@ OVER one billion dollars of war 
orders in the Indianapolis area have 


sent employment and payrolls higher 


to see that your transportation 


you their wholehearted effort 


and sincere cooperation in making your transportation adver- 
tising in Indianapolis a profitable investment. For further infor- 


mation, address: 


REID & SEVERIN 


Transpo elation wAdverlising 


TRACTION TERMINAL BUILDING ¢ 110 N 


INDIANAPOLIS 


- ILLINOIS STREET 


than ever! The estimated spendable 
income of Indianapolis citizens in 1941 
of $450,000,000 is increasing every 
day in 1942! 


@ WITH over 90% of its equipment 
new and modern, Indianapolis Rail- 
ways, Inc., is one of the finest, most 
up-to-date transportation systems in 
the world. Mr. and Mrs. Indianapolis 
like it! 


and stamps may be deducted as 
business expenses for income tax 
|purposes, the Bureau of Internal 
Revenue has ruled. 

In answer to a question raised by 
ithe National Editorial Association, 
/Deputy Commissioner T. C. Mooney 
\stated: “It is the opinion of this 
office that the actual expense in- 
‘curred by newspapers in producing 
'the advertising, such as the cost of 
| setting type, cost of ink and paper, 
and cost of stereotypes if required, 
constitutes ordinary and necessary 
‘expenses having a direct relation to 
the activities of the newspaper in 
carrying on its trade or business, 
and is deductible under section 23 
(A) of the internal revenue code in 
computing net income for federal 
income tax purposes.” 

Neither Commissioner Mooney 
‘nor other officials of the Bureau 
would indicate whether this ruling 
applies also to related causes, both 
‘as to other media and to patriotic 
contributions other than those 
'made to promote war bonds. In 
/the absence of word to the contrary, 
‘however, it is presumed that the 
/same policy applies to similar cases. 

The letter also said: “The test of 
whether expenditures are deducti- 
ble from gross income is whether 
they are ordinary and necessary 
expenditures directly connected 
with or pertaining to the taxpayer’s 
trade or business. A newspaper, as 
that term is generally understood, 
is a paper printed and distributed 
;at stated intervals to convey news, 
advocate opinions, etc., and usually 
contains advertising and other mat- 
'ters of public interest. 
| “Where a newspaper in the 
|course of disseminating news brings 
'to the attention of the people their 
vital interest in the successful mar- 
keting of war bonds and stamps 
|'and encourages and urges the pur- 
chase of such bonds and stamps, 
it is the opinion of this office that 
it is engaged in carrying on one 
of its functions for which it is 
organized. Such expenditures may 
also be considered as an ordinary 


and necessary expense in promot- | 


ing the prestige of the paper, aiding 
and maintaining its good will, and 
|increasing its circulation.” 


R & L Adapts Goatee 


Glenmore Distilleries Company, 
| Louisville, Ky., is currently using a 
}unique point - of - purc hase “mus- 
tache and goatee” dispenser. Given 
away in taverns and bars, the card- 
board goatee has a slotted attach- 
ment which hooks on to the wear- 
er’s nose, making the goatee-wearer 
a synthetic Kentucky colonel. The 
goatee bears out the Glenmore 
“Little Colonel” theme which has 
been used in the distillery’s adver- 
tising. R & L Litho Corporation, 
Milwaukee, prepared the dispenser, 
which was originated by E. G. 
Sweetnam, R & L’s Chicago man- 
ager. D’Arcy Advertising Company 
directs the Glenmore account. 


Issues Special Edition 

The News - Press, Glendale, Cal., 
published a special “home town” 
edition for Memorial Day, in which 
items of particular interest to the 
townspeople were featured. The 
News-Press is one of the Col. Ira 
Copley group of newspapers, which 
consists of 13 papers published in 
California and Illinois. 


General Motors 
Retained Top Spot 
in 1941 Spending 


New York, June 25.—Gene) 4) 
Motors Corporation retained R 
laurels as the largest spender in 
newspaper, magazine, network 
radio and farm paper advertising 
combined during 1941, the ANPA 
Bureau of Advertising reporied 
today in releasing its annual com- 
pilation of expenditures in the four 
media. 

The top ten spenders last vear 
were the same as those in 140, 
although several changes in rvla- 
tive position were noted. 

Among 1941 newspaper advertis- 
ers, General Motors was in (first 
place. Next in order came Chrys- 
ler, Reynolds, P&G, Lever Bros., 
Liggett & Myers, Colgate-Palm- 
olive-Peet, Ford, Schenley  Dis- 
tillers and Coca-Cola. 

Data in the Bureau’s compilation 
are based on newspaper figures 
from Media Records, and magazine, 
farm paper and network radio fig- 
ures from Publishers’ Information 
Bureau. 


Business Paper Editors 
Elect Paul Wooton 


National Conference of Business 
Paper Editors has elected Paul 
Wooton, McGraw-Hill Publishing 
Company, president; Bernard John- 
son, American Builder, Western 
vice-president; Charles J. Heale, 
Hardware Age, Eastern vice-presi- 
dent; and James G. Lyne, Railway 
Age, secretary-treasurer. 

Those elected to the executive 
committee include Sidney D. Kirk- 
patrick, Chemical & Metallurgical 
Engineering; Frank G. Steinbach, 
The Foundry; George F. Taube- 
neck, Air Conditioning & Refriger- 
ation News; Roy V. Wright, Railway 
Age; E. C. Kreutzberg, Penton Pub- 
lishing Company; and Julian Chase, 
Chilton Company. 


WLOL Advances Meyer 


Lynn Meyer, formerly of the sales 
staff, WLOL, Minneapolis and St. 
|Paul, has been advanced to promo- 
jtion and merchandising manager. 
|He succeeds Doug Durkin, who has 
| joined the British Purchasing Com- 
mission, Washington, D. C. 


The Greatest 
SELLING POWER 


in the 


SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
CBS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 
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-OLOR FOR AMERICA” 


Color is as natural as Mother Nature. It is her art of make-up to tell and show. There is a copy of “Color for 
You too, should use the language of color to tell the complete story of your product. America’ at your conveniently 
It 


an be a potent force in sales influence. © We have here, at your command, all 


located ‘‘Time-Tested”’ paint 
mechanical means. . . the vocabulary . . 


store. Drop in, take a look, you 


will find the time well spent. 


. to translate your color story onto 
paper. We present as evidence “Color for America,” the latest addition to our 
ng list of jobs well done. 


AMERICAN COLORTYPE COMPANY 
Printers, ithogtaphers aud Publishers 


TALENT TO ORIGINATE — SKILL TO PRODUCE i} 
CHICAGO + NEW YORK «+ CLIFTON, N. J. + COSHOCTON, O. 
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Canadian Advertisers 
. s 
Discuss Paper ‘Shortage’ 
Representatives of Association of 
Canadian Advertisers and A. P. 
Jewett, administrator of book and 
writing papers, Wartime Prices and 
Trade Board, met recently to dis- 
cuss ways and means of correcting 
the public impression that there is 
a shortage of fine papers in Canada. 


A statement prepared at the con- | 


ference for advertisers’ use de- 
clared, ‘Waste of any kind, particu- 
larly in wartime, is to be deplored, 
but a public misconception exists in 
regard to the use of any advertis- 
ing on book, bond or writing papers. 
There is no shortage of such papers, 
nor will the war effort be impaired 
by their use.” 


Le Brun Promoted 


William A. Le Brun, export man- 
ager of Toledo Scale Company, To- 
ledo, O., for 16 years, has been 
appointed director of sales. 


For the first five months of ‘42, Business | 


Week stands 3rd in total advertising poges 
and Ist in pages gained among the 117 
magazines tabulated by Printers’ Ink 


_ BUSINESS 
-WEEK 


Radio Tiring of 
‘Patriotic Goat’ 


Role, NAB Told 


New York, June 24.—Asserting 
that radio has 
and has eagerly welcomed the 
opportunity to make every possible 
/contribution to every phase of the 
|war effort, Samuel R. Rosenbaum, 
president of WFIL, Philadelphia, 
told a session of the National Asso- 
ciation of Broadcasters’ sales man- 
lagers division, held here today in 
conjunction with the Advertising 
|Federation of America convention, 
i\that “one aspect must be men- 
| tioned, and that is that radio sta- 
| tions are doing much of this service 
'as a free contribution when some 
other media are collecting pay for 
egy 
“Every radio station, except the 
/comparatively few favored stations 
of large power in metropolitan cen- 
ters,” he said, “is beginning to feel 
the reduction in commercial reve- 
nue ... and this is bound to have 
|its effect upon the willingness and 
| the ability of radio stations to con- 
|tinue to render the national serv- 
ices which are so generally taken 
|for granted.” 

“In my opinion,” he said, “this is 
ja problem which our national 
| authorities 
plan to meet.” Declaring that he 
had no particular suggestions along 
this line, he nevertheless advanced 
the idea that it seemed somewhat 
unfair for radio stations to have to 
pay the public utilities their regular 
commercial line charge so that the 
radio stations could carry, as a con- 


“RED RIVER VALLEY a : 


SALES ARE UP 
HIGHER'N A KITE! 


TO GET YOUR SHARE, 
GET IN TOUCH With 


WDAY-THE ONLY 


/ 
STATION SERVING 


THE WHOLE VALLEY!IN\7 


— 


a4 


wid FARGO,N.D. 5000 WATTS- NBC 
. AY 


AFFILIATED WITH THE FARGO FORUM 


been called upon, | 


should begin now to} 


tribution, the important national | 
programs which must be aired. 


Outlines Army Programs 


| Lt. Col. Edwin M. Kirby, chief of | 
radio activities for the Army, and | 
a former NAB official, told the} 
'group of the work which his de- | 
|partment is attempting to accom-| 
|plish, and of the means being used. 
| He revealed that in addition to the 
/network programs emanating from 
Army camps under commercial 
'sponsorship, there are now some 
400 locally sponsored programs 
| which originate at Army posts. 
| He also revealed that the dis- 
|claimer which the Army insists on 
|including in all camp originations, | 
| to the effect that the Army does not 
| necessarily endorse the product ad- 
| vertised, had been waived in the 
| case of the new General Motors | 


|show, “Cheers from the Camps,” 
because the complete output of 
General Motors is now going to 


military and naval uses, and such 
a disclaimer in this particular case 
would have tended to indicate that 
the Army would not endorse the 
material it used. The disclaimer 
| must still be used, for obvious rea- 
sons, he said, in the case of pro- 
grams sponsored by companies or 
products which are still available 
for consumer use. 


Summer Peak Cited 


| John M. Outler, WSB, Atlanta, | 
and new chairman of the executive 
|}committee of the NAB sales man- 
| agers division, told the meeting that 
radio has been measured = and 
checked for results like no other 
general medium, and that many of 
the methcds evolved for advertis- 
ing measurement in other media 
can be considered as an outgrowth 
of the statistica! base for determin- | 
ing results in radio. 
Citing scores of instances of the 
statistical evaluation of radio’s im- 
|pact on sales, Mr. Outler declared 
that perhaps the best explanation 
_of radio’s ability to produce results 
\is the fact that it permits listeners 
|to use their own imaginations to a 
higher degree than other media. 
He declared, also, that the normal | 
|pattern of summer audience de-| 
creases is being changed this year, 
due to war conditions, and that the 
1942 summer audience will be the 
argest in the history of radio. 


No Shortages 
Seen in Supply 
of Printing Papers 


New York, June 24.—Existence of 
a plentiful supply of printing pa- 
pers was again emphasized here to- 
day by representatives of leading 
mills, who participated in a round- 
| table discussion of house magazine 
editors, in conjunction with the 
AFA meeting. 

The printing quality of paper has 


| 


| 
| 
| 


| 


/not been affected by a diminution | 


of chlorine supplies, the experts 


said, despite the fact that the white- | 


‘ness heretofore attained is cur- 
rently absent. The inclination of 
some advertisers to curtail their 
| house organ activities because of a 
desire to conserve materials in the 


Left to right, are Frank Crowninshield, editor, author, critic and toastmaster at 
the annual AFA banquet; Rear Admiral F. C. Sherman, U.S.N., commander of 
the carrier U.S.S. Lexington; and Mabel G. Flanley, vice-president of AFA and 

eastern director, consumer relations, The Borden Company. 


ORB Ne, | 
4 LG % ; 


Mercedes Hurst, vice-president of AFA; Bruce Barton, general chairman, AFA 
convention program committee; and Miss Clare Boothe. 


William B. Carr, president, Chicago Federated Advertising Club, and western 
manager of Time; D. C. "Bill Murray, president of The Detroit Adcraft Club 


and Detroit manager of Fortune; 


and Harry Dole, Life, New York. 


Kip Finch, assistant to the publisher, Time; J. J. Verterees, American Can Co.; 


and D'Orsey 


Hurst, Time. 


— 


Only One Furniture 


war effort was termed unwarranted | Market Asked by WPB 


on the basis of conditions today. 
Robert Newcomb, house magazine | 
consultant, presided over the ses- 


sion. Participants in the discussion | 
included E. C. Badeau, International travel and thus conserve transpor- 
Nickel Company; Elizabeth Stroud, | tation space and facilities. Normally 
| Hercules Powder Company; P. C./|there are four major country-wide Wendell P. Colton Company 
|Humphrey, Texas Company; R. B.|*‘markets” each year. 


Williams, American Telephone & 
Telegraph Company; 
Beach, Consolidated Edison Com- 


and Barbara | sociations 


pany of New York. 


One of the most difficult problems 
facing house magazine editors, the 
|meeting brought out, is the restric- | 
tion on mention of products pro- 
duced and processes developed in 
war manufacturing plants. 


Spline Named President 

Pharmaceutical Advertising Club 
of New York has elected Robert E. 
Spline, Bristol - Myers Company, 
president; E. M. Rothenberger, 
Sandoz Chemical Works, vice-presi- 
dent: Paul de Haen, Riedel - de 
Haen, Inc., treasurer; and Jewett H. 
Frazer, Arlington Chemical Com- 
pany, secretary. 


The furniture industry has been 
susked by the War Production Board 
to hold only one “market” each 
year in order to reduce unnecessary 


The request was made to 11 as- 
and organizations by 
William A. Adams, chief of the 
Furniture Industry Branch. His 
letter said in part: “I believe the 


coming summer market shou! 
the last to be held this yea 
that you should decide among 
selves the date on which the 
market should be held in 1943 


Henry to Durkee 


| William Henry, 


formerly 


York, has been appointed sale 
motion manager of Durkee F: 
Foods, Elmhurst, N. Y. 
succeeds Benjamin Fairchild, 
has been commissioned an €! 
in the Naval Reserve. 


Mr. Henr 


i be 
and 


your- 


ngle 


Ask your 
Agency 
to ask the 


COLONEL! 


WDBJ 


FOR SOUTHWEST VIRGINIA 
5000 watts, day and night 


ROANOKE e CBS 


(a. 


8 P Ke *, ' pene aN vee <a ia aah eae Pes a Pek Ah tae etre Pe i sh Se vi BA > ae g a i tscage 3 : mi 2 pk i 
F of : am 4: 3a nee ae Ss Sew: i ae fees os ed ee: ore: ey! zy , 2 at - 2 ply “ana ef ee od a a 2 Sf: f eS a i * : e 2 “eh é ay pon Oi 1 Fae ee a ee , 
F a ; 
; vail | ee June 29, 1942 ju 
5 hice - - - 
2h BU 40. TALK AT AFA CONVENTION c 
Lae vee 
ne an | ” rm . _- z 7 
Cpu , “ Whe “GAP r- . . ee &, ; 
es —— ee” Oe 
oe ae Ueraer | RAS sie JHEP o> Ey, 
at Vie / OAD yi *? | 
aa re vk a ree pr 
; a i - a . te 
3 : : , ~ . . _ > om : pre 
a Z! oo r* . — — .  h Ine 
” ; * ae 
} 3 ¥. f —_ $i9 
en 3 se +. ts fa  — em ; 
Z cal siu 
% ee : 
~ S 
ee ‘ I { 
ron oe iP : o£ a om * ‘3 . 
al Se NN ~ NOES OFT , as aR ay £ Ye » ; 
St aS my : ERE a WEN ime OORT ola « 
i “ez é of r ‘ we ot 4 wy gs uf A . a “a ch: ao. : Se. ar 
ee . 3 . 4 ae AS, , & 4 7, - SA : st vac ah 
Yr) rgd Nope OR ae -~ 
Be is ? * | : | | " | : : | 
aS :  <- cri 
: A . ‘ d » . 
: oa A” em 
aS 3 gre 
. : | » b , . , ] 
_ ae fe ANE, Dy Se |e 
m4 7 | en, -“ ‘1 nn neeeeg, > » ‘ < e 
Bs | | > Ce Se ae, A SS ide 4 
“ = | eee eee eee ” cit 
wie wee | 
ii “ a, cul 
is . 4 - iets siti esti che ; 
” bea ae -~ 2 8 wg~tne 
, ~— ~J ' ; ee As 
sy ie oh . is \ e : ope 
a a vA 1 i: eo A - ing 
™ - he i r nS ae } face £ - 3 ‘ie f es “wy he 
we a ale fae Be! t oo ex! 
< — = : v nt ae . *. tee Pa 3 per J : Zz fla 
a a2 E ; * fi f + ae is : 2 4 “oe » o + ; 
Ra oak A a : 
er : XN B i ie A 
. "ane thi 
i oe pe 
ie po: 
bits, Nad ee ces 
; J | tad 
= i 4 f 
a ™ | sf i “~ ie ~ me 4 Tee ale oa ing an Pee i ae ee 8) | 
m = * i Mi 
2 Berke HK 
pe i _ \ ¢. Sg iS if ; _ 
a , + ’ Py i * © * y - . £ ; 
a q ‘4 ae oJ ; ra pul 
Oe : 
Ts j i "a : ae = 
| Si es -_ 
q M a gees . j 4 [oe — 
boos . ess ol ie a on . . As i “ / = 
i ee P 7 ‘ a al 
Bie w wv. out ee - en 
en 3. 4 aN \ an ~~ ae 
Dae, AV : ie \ we “~ ' \ 
; cute Rind N | ° \ 4 - . = J ‘ - > 
= Y Hh / ee =——_ < -  — _——— 
| ’ Sf a a — 7 
4 \\ J 
ee f i Ne EeeeEyEEEyEeEyEEEEEeEeEeEeEeEeEeEeEeEeEeEO 
- Ko . aye \ e 
+e" S SD = es im 
: 4 Z,) — 
, NX 
Y /,\w 
; % # am 2 P, ~ ro- 1 
stirred yus f 
alter a IN - |--Za iry ‘ 
a Bc adi ho " 
—- beer gn 
on EE = ed | 
SEES ese Steines : 
Sean ED /_ ERR ————————_———————_______.0..aaa=_a 
oe Ronan ster Sian mena 1 
5 oR, Sana Sas ; 
os Seve em, Som San | 
: = z ae ss fe ce ig . es aN ; 
“t : : Besser Se See ~~. & ¥ ~ 
| . *,  \ 
AQ * 
oe J ? j S NY 
= | FREE & PETERS, IN 
- = SA * ive 
| C\Y FREE & PETERS, NAT/L REPRESENTATIVES Z~ Exclusive National Representat 
: Se ee + oe ? y . , al Ps ae y Fe i ’ et” ay veg. so die Pad ee a ea : rT * é - 2 ; a oe ? moan As 
Pee PR SCOTS © Be RO eal SCL eae is ee Mi as a a's be: OR et a Pe ds SR ge bes pins Oe Cat Ae SS i ll esc oy a y isd By aes 


june 29, 1942 


oe 


ADVERTISING AGE 


Ma 


11 


Outdoor Executives 
Express Optimism 
Over the Future 


New York, June 23.—Shifting 
markets and new merchandising 
problems brought into being by the 


out how it can do more.” 
Mr. Hayden enlivened the ~ 
ceedings by parading a bevy 


| beautiful models, whose faces *- 


war have found outdoor advertis- | 


ing ready to meet unprecedented 
cemands, Robert E. Zipprodt, vice- 
president of Outdoor Advertising, 
Ioc., today told a departmental ses- 
son of the AFA convention. 
The medium’s 
e war effort highlighted a sympo- 


out at millions from their vantage 
points on poster locations through- 
out the country. 


Whitlow to Publisher 


Sam E. Whitlow, assistant pro- | 
fessor of journalism, Oklahoma A. | 
& M. College, in charge of adver- | 
tising and business courses, has re- 
signed to accept a position with the 


| promotion department of Oklahoma | 


contributions to| 


um in which other participants | 


t 
were Sidney Mahan, director, War 
—_ 


Publishing Company. He will act | 
as editor of “Cuff Stuff,’ monthly 
house organ of the company. He 
succeeds Charles Inglis, 
signed to enter the Army Ajr 


Savings Staff of the Treasury De-/| Forces. 


vice- 
president, William Esty & Co.; and 
Hayden Hayden, poster artist. 

Mr. Zipprodt told his audience 
that “to date we have the utmost 
assurance that poster paper, inks 
and paints will be available as far 
ahead as anyone can see and out- 
door advertising service will also be 
available. If the last war was any 
criterion, outdoor advertising will 
emerge from this war with the 
greatest impetus in a decade.” 

Latest outdoor traffic audits have 
indicated a circulation 


rtment; P. Wesley Combs, 


| 
| 
| 
| 
| 


increase in| 


83 markets across the country, Mr. | 


Zipprodt reported. A great many 
cities, including Seattle, Wichita, 
Mobile, Bridgeport, Portland, Me., 
and Dayton, are showing new cir- 
culation peaks. 


Postings Expanded 


In locations throughout the 17- 
state gasoline rationing area, where 
the traffic pattern has been dis- 
rupted, the Outdoor Advertising 
Association of America has devel- 
oped a formula for additional post- 
ings, applicable to every contract, 
he announced. The plan will be 
extended to any other markets that 
may be hit by rationing and dim- 
outs in the future. 

Thirty-five thousand American 
flag posters purchased by the Treas- 


ury were shown in more than 
15,( ‘ities and towns during | 
April, Mr. Mahan said, and during 


this period bond sales moved ahead 
perceptibly. Twenty-four — sheet 
posters have also been used suc- 
cessfully in connection with income 
tax collection, as well as in behalf 
of patriotic fund-raising drives. 

In stressing outdoor’s flexibility, 
Mr. Combs also touched on the need 
for exerting every effort in behalf 
of the war. “The outdoor industry 
has already done much,” he re- 
marked, 
put even 


more effort into finding 
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H oward H wwde 
‘ Appointed to 


Commerce Post 


Washington, D. C., June 23.—Dr. 
'Howard T. Hovde, past president of 
the American Marketing Associa- 
|}tion and assistant professor at 
|Wharton School of Accounting and 
Finance, University of Pennsyl- 
vania, has obtained leave from his 
"academic post to join the Depart- 
|ment of Commerce. 
| Dr. Hovde, who made his initial 
|appearance as a government repre- 
sentative at the Advertising Fed- 
jeration of America convention in 
|New York this week, is one of the 


best known academic personalities 
within the advertising field. He 
has had extensive experience as a 
consultant on business problems 
and has written widely on advertis- 
ing and kindred subjects. 

He will serve as a business spe- 
cialist in the Division of Regional 
Economy, Bureau of Foreign and 
Domestic Commerce. His particular 
assignment is to study the results 
of surveys conducted in small and 


medium-sized cities and towns 
under a formula outlined in a 
“Small Town Manual” recently 


issued by the Department of Com- 
merce. 

He will also serve as Commerce's 
coordinator in connection with local 
wartime business clinics, linking 


them with similar activities of the 
Office of Education, Office of Price 
Administration and War Production 
Board. He will also have charge 
of a series of local panel confer- 
ences on current business problems, 
and supervise preparation of a city 
survey manual for use during the 
post-war period. 


Nickel Co. Backs Research 


International Nickel Company, 
New York, has resumed investiga- 
tional work at Mellon Institute of 
Industrial Research, Pittsburgh, by 
the establishment of an Industrial 
Fellowship to study problems in the 
chemistry and technology of nickel. 
Dr. John Gilbert Dean, physico-or- 
ganic chemist, was granted the fel- 
lowship. 


wD 


This question, so often asked and so pertinent in all media valuation, 


is now answered for the first time by Elmo Roper’s new study. 
Sponsored by Good Housekeeping, and paralleling the procedure of 
other commonly accepted studies, the results show the number of 


women reached by the four great service magazines. 


Briefly: 


Good Housekeeping reaches 8,100,000 “females 15 and over” 
Ladies’ Home Journal reaches 8,600,000 “females 15 and over” 
McCall's reaches 8,000,000 “females 15 and over” 


Woman’s Home Companion reaches 7,150,000 “females 15 and over” 


Not only is this coverage great in extent—but it grows in importance as 


women, always the most influential buyers, become increasingly the 


conservators of all home products. 
A complete report—detailing the plan, procedure and results—will 
soon be brought you by your Good Housekeeping representative. 


But with current problems so pressing, you may well want a quicker 
report. A letter or phone call to any Good Housekeeping office will 


bring action, 


Good A —_ 


959 8th Avenue, New York 
526 W. Madison St., Chicago 


Park Square Bidg., Boston 


Hearst Building, San Francisco 


Rhodes-Haverty Bldg., Atlanta 
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President Roosevelt's Message 


Following the 
constructive 


reassuring and 
statement regarding 
advertising made by Secretary of 
the Treasury Morgenthau at a re- 
cent congress Presi- 
hearing, Presi- 
Federation of America, 
which met in New York last week, 
was especially significant of the 
government's favorable attitude to- 
ward all legitimate advertising dur- 
ing the war period. 

Addressing J. A. Welch, president 
of the Federation, the President 
wrote: 

“It is there are 
many going on in your 
field. For the duration there will 
be a diminution of product adver- 
tising, but this does not mean an 
end of advertising. 


onal hearing, 
cent Congressional 


vertising 


obvious that 
changes 


“There are many messages which 
should be given to the public 
through the use of advertising 
space. The desire for liberty and 
freedom can be strengthened by 
reiteration of their benefits. 

“If the members of your organ- 
ization will, whenever possible, as- 
sist in the war program and con- 
tinue the splendid spirit of coop- 
eration which they shown 
during the past year, advertising 
will have a worthwhile and patri- 
otic place in the nation’s total war 
effort.” 

While the President and the Sec- 
retary of the Treasury, as the chief 


One Hundred 


Starting now, the American pub- 
lic is going to see a display of the 
star spangled banner such as has 
never before been presented either 
in peace time or time of war. Prac- 
tically every important magazine in 
the country is using the flag on its 
front cover in the issue appearing 
closest to the Fourth of July. A 
display of many of the covers em- 
bodying the emblem — 
though by no means anywhere near 
all of them, was one of the most 
interesting sidelights of last week’s 
convention of the Advertising Fed- 
eration of America. The display is 
reproduced in part on the Photo- 
graphic Review of the Week page 
in the current issue of ADVERTISING 
AGE. 

The total number of copies of all 
magazines using these flag covers, 
according to Paul MacNamara, of 
Hearst who originated 
the idea and promoted it under the 
sponsorship of the National Pub- 
lishers’ Association and the United 
States Flag Association, is close to 
100,000,000. 

Everybody knows what the sight 
of Old Glorv, at the head of a 


have 


national 


Magazines, 
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tax authority of the country, have 
been telling advertisers to go ahead 
with advertising as a means of as- 
sisting the war effort, building 
civilian morale and keeping good 
will alive during a period of prod- 
have 
been carrying the ball for the gov- 


uct shortages, advertisers 
ernment in a variety of promotions 
directly related to the success of 
the national war effort, thus dem- 
onstrating the soundness of the ad- 
ministration policy on the subject 
of advertising. 

Raymond Reedes, regional busi- 
consultant with the Depart- 
ment of Commerce and former re- 
search director of J. Walter Thomp- 
son Company, addressing the Pa- 
cific Advertising Association at 
Rainier National Park last week, 
added assurances that the govern- 
ment intends to cooperate’ with 
advertising. It is time, he added, 
for advertising men to stop getting 


ness 


jitters “whenever anyone criticizes 
any detail about advertising.” The 
Commerce Department's record of 
friendliness to advertising, he de- 
clared, is 100 per cent clear. 

While additional clarification of 
specific problems may be needed, 
we believe it can be fairly stated 
that there is no longer any reason 
to suggest that the government is 
not in full accord with the main- 
tenance of all legitimate advertis- 
ing effort. 


Million Flags 


parade and accompanied by march- 
ing feet and the strains of martial 
music, 
hearts. 


does to loval American 
This tremendous presenta- 
tion of the national banner, 


ing everybody in the 


reach- 
country 
through displays on newsstands as 
well as direct circulation of pub- 
lications to tens of millions of 
American homes, will stimulate a 
fervor of patriotism which will be 
expressed in still greater devotion 
to the cause upon which the 
strength and courage of the nation 
are centered. The emotional appeal 
of this unprecedented display of the 
American flag can hardly be meas- 
ured in there is no 
doubt that it will be expressed in 
work and results. 


figures, but 


This is the sort of promotional 
effort in behalf of the successful 
prosecution of the war to which all 
media of advertising are devoting 
themselves intensively. It is one 
more convincing demonstration that 
the techniques of advertising and 
publishing can be applied with tre- 
mendous force and effectiveness in 
the nation’s interest. 


COMES THE DISTRIBUTION REVOLUTION 


“| hope you don't mind—lI'm in a hurry!" 


special permission of Saturday lve 
pyright, 194%, / the Curtis Publishing Co 


Ad-libbing 


Thumbs Up—to the Nose! 

Eastern motorists whose tempers 
are frayed and_ patience’ sorely 
tried by their inability to get any 
gas in many areas (ration card or 
not) would probably look askance 
at this ad which appeared a few 
days ago in Los Angeles news- 
papers. 

This department’s 
hardly objective, 


reaction is 
because the gas 


GASOLINE RATIONING 


If it comes...we'll have to 
dump excess gasoline back 
into the ground. We might 


EE 
Sate aroun 


HIGHEST OCTANE GASOLINE 
GASOLINE! 


BUY 6 - GET 7 FRE 4 DAYS ONLY 


THURSDAY. FRIDAY. SATURDAY. SUNDAY 


shortage has hit us right in the 
tank. Nevertheless, we can’t help 
wondering what contribution a 
piece of copy like this makes to the 
war effort. At a time when gaso- 
line is universally regarded as one 
of the most precious of all sinews 
of war, a distributor takes time out 
to thumb his nose at the world in 
general. Instead of cooperating in 
the difficult task of conserving ex- 
isting rubber-on-wheels, this ad in 
effect exhorts motorists to grab a 
fuel bonus and ride around to their 


hearts’ content. The defiance of 
our military experts is on the 
house! 


All believers in advertising know 
how vital a role it can play in the 
successful prosecution of the war. 
But they know, too, that if business 
as usual is out, that goes for ad- 
vertising as well. 


English Marketing 

There's a lot of interesting ma- 
terial in the booklet which the De- 
partment of Commerce has just 
issued on the “Effects of the War 
on British Marketing,’ and while 


gets is that it might very well be 
worth the effort to squeeze one or 
two Department of Commerce men 
onto one of the planes flying to Eng- 
land, so that they might have an 
opportunity to study English busi- 
ness at first hand, rather than hav- 
ing to make their compilation a 
purely library job, but perhaps we 
shouldn’t have brought that up. 

While readers will find every- 
thing in the booklet interesting, the 
section which discusses concentra- 
tion that is, concentration § of 
manufacturing or retailing around 
a nucleus which acts for the whole 
industry will probably prove of 
especial interest because of the re- 
curring talk in this country of 
concentrating production of certain 
goods among a few units in the in- 
dustry which will turn out a “Vic- 
tory” model. One of the most tick- 
lish problems of such action is that 
of trademarks, and while the Brit- 
ish government has officially ex- 
pressed its desire to see normal 
trademarks maintained, one gathers 
that there is considerable sniping 
in this direction, and many prac- 
tical difficulties. The publication 
gives only one specific instance of 
the elimination of all peacetime 
brands, however. That is in the 
margarine and cooking fats field, 
where all manufacturers have 
pooled their products, and are sell- 
ing them unbranded through a 
joint distributing company. 

Some of the things that have 
happened to advertising volume 
are shown in a table showing col- 
umn inches of advertising for six 
London newspapers for the first 
week in December of the last four 
years. Here’s the story: 1938, 53,- 
567 inches; 1939, 31,976 inches; 1940, 
13,350 inches; 1941, 9,741 inches. 


Conversion 

One of the most competent gov- 
ernment jobs we've seen so far is 
“Conversion—How to Go After War 
Business,” a fast-moving pictorial 
piece produced by the Office for 
Emergency Management. It's de- 
signed to assist manufacturers to 
convert their facilities to war work, 
and (we guess) to convince a good 
many of them who still think the 
job is hopeless in their own par- 
ticular cases that there’s nothing so 
terribly complicated about it after 
all. Incidentally, it’s about the best 
tribute to the ability and resource- 
fulness of American industry we've 
ever seen. 


most of this material has already | 


been made available in this coun- 
try, the booklet is an excellent re- 
view and compendium. It is avail- 
able, as AA has mentioned previ- 
ously, from the Superintendent of 
Documents in Washington for 15 
cents. 


One impression your Ad-libber 


Jottings 

The Mississippi Valley Trust 
Company of St. Louis is distribut- 
ing protective envelopes for war 
ration books to its customers and 
to the citizens of St. Louis. The 
idea was developed by Nies-Kaiser 
| Printing Company... 


| guessed 


Information 
for 
Advertisers 


The following documents may | 
secured without charge from con 
panies sponsoring them, or throu 
ADVERTISING AGE, by any natior 
advertiser or advertising agen 
executive writing on his busin 
letterhead. 


No. 2004. How One Business W; 
to War. 

Here is an interesting book 
which shows how the managen 
men of one company evaluated : 
approaching problem of conve) 
to war production, early in | 
what might happen 
many peacetime products, 
what was done about it. Issued ), 
Business Week, the booklet tell é 
story with illustrations of the i 
pany’s advertising, and enclos: 
smaller booklet, giving the e: ‘ire 
plan in detail. 

No. 2005. 


Films that Fight for 


Freedom. 

Bell & Howell Company has 
issued this supplement, whic! ts 
new films which have been added 
to the Filmosound Library nce 


completion of the 1942. catilog 
These additions cover subjects such 
as Air Raid Warden Work; First 
Aid; Protection Against Fire 
Bombs; Victory Gardens and Indus- 
trial Plant Training. 


No. 2006. Shipbuilding. 

The Iron Age has _ issued 
folder, which gives a quick picture 
of this publication’s coverage of 
private shipyards and Navy Yard 
Readership among various depart- 
ment heads is shown. 


No. 2007. To Cultivate 
of War Tonnage. 
In this folder, Traffic World high- 
lights the groups of shippers 
are primarily responsible for mov- 
ing war and_ essential civilian 
freight tonnage, and outlines the 
publication’s coverage of the mar- 
ket. 


Shipping 


No. 2008. Levelcoat and Hyufect 
Sample Books. 
Kimberly-Clark Corporation 

issued these four presentation kits, 
which demonstrate, with printed 
specimens, the quality and adapta- 
bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con- 
tains unprinted samples for testing 
and comparison. 


No. 1913. Iowa Plus What? 

A composite daytime coverage 
map of the Cowles stations, WMT 
KSO, KRNT and WNAX, based on 
the fifth CBS listening area survey 
forms the center spread of this 
folder, issued by The Katz Agency 
A tabulation covers population, 
radio homes, number and value ol! 
farms and cash from income for the 
area. The plus comes in throug! 
local advantages of individualized 
programming from the five studios, 
dealer support and other aids 


No. 1984. Bronze Awards. 
United States Bronze Sign (©om- 


pany has issued this brochure, 
which illustrates many _ typ i 
trophies, honor rolls, testin is 


and other plaques. In case ot! 
ernment restriction on the u 
bronze for this purpose, the »ro- 
chure states, the company i: e- 
pared to offer its latest develo} 
—an alloy which closely rese! 
cast bronze. 


No. 1986. “Know How” Advert g 
is Helping to Win the War. 

McGraw-Hill Publishing Com- 
pany has issued this folder, wh ch 
cites the importance to the r 
effort of useful copy, such as t % 
which shows both industry and ° '¢ 
consumer how to protect and c °- 
serve materials and equipment. | © 
folder contains charts of advert »- 
ing trends and of the volume *f 
advertising in 33 leading public - 
tions in 1941. 
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Admen’s Role in 
War Painted for 
Club Members 


New York, June 24. — Organized 
advertising still has its prosaic 
tesks of improving the ability of 
advertising people and guarding the 
standards of advertising; of guard- 
ing against unjustified regimenta- 
tion or restriction of advertising; 
and of interpreting advertising to 
the consumer and business, despite, 
and in addition to, its special war 
tesks, Elon Borton, chairman of the 
AFA board, told the conference on 
advertising club activities here to- 
day. 

But, he said, its primary jobs now 


consist of helping to win the war | 
and of helping to win the peace, | 


and of interpreting American busi- 
ness to the public. 

“First and foremost,” he said, 
“our job is to help win this war, 
and here our opportunities and re- 
sponsibilities are many,’ adding 
that while the Ad Council covers 
the national situation and contacts 
with government, the AFA and af- 
filiated local clubs must do a basic 
job on local and state situations. 

The AFA, he declared, and its af- 
filiated local clubs are the only ad- 
vertising organizations which rep- 
resent all advertising interests — 
buyer, seller, medium, supplier and 
craftsman. As such, they have an 
over-all task to perform in the war 
effort which no other organization 
is so well equipped to handle. 

Robert S. Peare, manager of the 
publicity department of General 
Electric Company, and AFA treas- 
urer, told the council that the sale 
of products is only one phase of the 
advertising job, and that “over the 
gap of the war period advertising 
must construct a bridge of sturdy 
faith in democratic processes, a de- 
sire for continued progress in our 
standards of living, a realistic ap- 
preciation of the dynamic system of 
free enterprise, a willingness to 
gamble our talents and resources in 
shaping the new markets of the 
future. 

“Across such a bridge the sales 
organization can carry its products 
and its services safely and _ profit- 
ably until such time as those prod- 
ucts and services are once more 
available. If it is true that today 
there isa complete revolution in ad- 
vertising I hope that it is really a 
complete one, and one which will 
bring us around to the real and 
simple starting points from which 
we sprang, to the job of interpret- 
ing the works of man to other men, 
to the job of relating the part to the 
whole, with conviction and truth- 
fulness.”’ 


JUNIORS ELECT SIEBERT 

New York, June 24.—In conjunc- 
tion with the AFA convention, the 
National Junior Advertising Coun- 
cil held its first annual meeting 
here this week, presented certifi- 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 
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WICHITA 
KANSAS 


Call Any Edward Petry Office 


cates of membership to the Junior 
Advertising Club of Boston, the 
Chicago Junior Advertising Club, 
and the Junior Advertisers’ Club of 
Cincinnati, and installed the follow- 
ing officers: 

President, Stuart Siebert, Cin- 
cinnati; vice-president, Robert B. 
| Bishop, Chicago; treasurer, John C. 
Jones III, Boston; secretary, Julie 
Whitten, Boston. 


oF ield & Stream’ Price Up 


| Field & Stream has announced 
}a newsstand price raise from 15 
cents to 20 cents, and a subscription 
boost to $2.00 per year effective 
with the August issue. Circulation 
| guarantee, advertising rate and rate 
protection remain the same. 


Magazine Group 
Sketches Index 
of Buying Power 


New York, June 23.—Plans for 
the development of a new type of 
buying power index are being 
pushed by the Magazine Marketing 


| Service, Norwood Weaver, director, 


disclosed today at a magazine meet- 
ing held in conjunction with the 
AFA convention. 

Mr. Weaver indicated that the 
project attempts to distinguish be- 
tween a market place and a market, 
the latter representing where peo- 
ple live, while the former refers to 
the place where they make their 
purchases. 


The national pattern of retail 
sales has been broken down in 
terms of magazine circulation, 
county by county, Mr. Weaver said. 
Further details of the new buying 
power index will be released 
shortly. 

One of the highlights of the mag- 
azine meeting was an exposition by 
Paul MacNamara, general promo- 
tion manager, Hearst Magazines, of 
the plan whereby 400 magazines 
reproduced the American flag on 
their July covers. Mr. MacNamara, 
originator of the idea, asserted that 
the combined circulation of cooper- 
ating publications totaled 95,000,000 
copies. The United States Flag As- 
sociation was co-sponsor of the 
project. 


Howard T. Hovde, consultant to 


the Bureau of Foreign and Domestic 
Commerce, urged advertisers to ap- 
ply long-range planning in ap- 
proaching the serious problems im- 
posed by the war. The Commerce 
Department, he assured his listen- 
ers, is intensely interested in the 
welfare of advertising, as well as 
in business as a whole. 

Dr. Hovde outlined a number of 
specific activities initiated by the 
department, in an effort to aid busi- 
ness in solving immediate problems 
and in planning for future market- 
ing situations. 


Names McGillvra 


Joseph Hershey McGillvra_ has 
been named representative for Sta- 
tion KLO, Salt Lake City, and the 
Intermountain Network. 


being created. 


= 


Coal... Oil... Gas... Cotton... Grain: these are the 
raw materials from which the new world of synthetics is 


In Mid-America, all of them are available 


in limitless quantities Combine this fact with the safety 
and convenience of location mid-way from coast to coast 
and border to border, and it is easy to understand why 
this fabulously rich region is becoming the New Fortress 
of Industry—why Oklahoma City, plumb center of it all, 
will have 30,000 NEW jobs for skilled workers this year, 
with four-and-a-half-million dollars added to its monthly 
payroll—why alert advertisers will reap NEW profits 
from the multiplied sales opportunities offered in the 
Oklahoman and Times. 
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Federal Court Denies 
RCA-NBC Defense Motion 


Defense motion for a bill of par- 
ticulars in the Mutual Broadcasting 
System’s damage suit against Radio 
Corporation of America and the Na- 
tional Broadcasting Company was 
denied in the Chicago federal dis- 
trict court last week. 

Charging a loss of $3,425,000 and 
asking triple damages under the 
anti-trust laws, Mutual filed the 
suit last January in which it as- 
sailed exclusive contracts between 
NBC and affiliated stations. Last 
week’s court action gives the de- 
fendants 60 days in which to file a 
formal answer to the anti-trust 
charges, indicating that the case 
may reach trial some time this fall. 


War Club for Admen 


Campbell-Ewald Company of 
New York has formed a war service 
club to keep its boys in service 
informed of home front activities, 
forward birthday remembrances, 
and keep the boys in touch with 
one another. 


WMEBH Joins Mutual 


Station WMBH, Joplin, Mo., has | 


joined Mutual Broadcasting System 
effective July 1. Station WMBH 


operates at 1,450 kilocycles with 250 


watts, full time. 


“Tune in WFDF Flint Michigan, every- 


Hits ‘Patriotic’ 
Abandonment of 
Premium Offers 


Users, Merchandisers 
Reflect Optimism at 
Convention Symposium 


New York, June 23.— Abandon- 
ment of premium merchandising by 
some advertisers as a so-called “pa- 
triotic’ gesture was roundly con- 
demned at a wartime symposium 
here today, sponsored by the Pre- 
mium Advertising Association in 
conjunction with the AFA conven- 
tion. 

The recommendation that pre- 
mium offers be continued wherever 
possible was coupled with emphasis 
on the need for ingenuity in ferret- 


|ing out new items, unaffected by 
shortages, and a report that pre- 
mium operations lie outside the 


scope of OPA price control regula- 
tions. 

Questioning the motives of manu- 
facturers who give “patriotism” as 
their reason for stepping out of the 
premium picture, J. M. Davidson, 
Colgate-Palmolive-Peet Company, 
asserted that “it is grossly unfair” 
to permit condemnation “of those 
of us who refuse to yield to the dif- 
ficulties of the present moment.” 


Cites Statement 


Mr. Davidson referred to the 
published announcement of one 
manufacturer who told consumers, 
“As a necessary part of the national 


body, for an important news flash!” Se ee ye gps 
have discontinued our premium 
THIS IS WHAT WE’RE 
FIGHTING FOR! 

VERY month 

100 timely 

new EYE* 

CATCHERS 


HERE'S WHERE YOU GET THE 
HARD-TO-FIND PHOTOS 


Us EYE*CATCHERS to make YOUR 
job better, easier, quicker and more 
economical! EYE*CATCHERS breathe 
life into any copy and dramatize the 
well-planned stopper phrase 


Write now for FREE proofbooks and 
details of our new war-time NO-RISK 
subscription plan Learn how EYE* 
CATCHERS, at a cost of only $1.66 per 
print, brings you outstanding photo 
ideas (mats optional!) equal to the high- 
priced type used by the biggest national 
advertisers! No obligation. €lip this 
ad to letterhead and mail today! 


EYE *CATCHERS, Inc. ewok 


come forth to 
serve, joining a 
gold-mine li- 
brary of 7,000 
copy - inspiring 
photographs to 
meet every re- 
quirement. 


House-organs 
Covers 
Editorials 
Features 
Display 
Booklets 
Broadsides 
Institutional 
Humor 
Dignity 
Cheesecake 
etc. 


SNAPPED AT THE AFA DINNER TABLE 


At the left are Barbara Daly Anderson, winner of the Annual Jo Snapp award, and Thomas H. Beck, president, Crowell 
Collier Publishing Company. In the group at the right are Elon Borton, reelected chairman of the board of the AFA 
James A. Welch, reelected AFA president; and May Plaunt, retiring president of the Women's Advertising Club of Chicago 


offers for the duration.” 

“Surely it is difficult,” he ob- 
served. “A number of important 
| lines have been eliminated from the 
market, but the able and resource- 
ful premium man will find other 
goods to replace them. This is be- 
ing done today by many premium 
users. These buyers have uncovered 
new lines and new sources of sup- 
ply. And nobody has been more 
surprised than these same buyers at 
the ready acceptance of the new 
items by consumers.” 

The manufacturer who has built 
up a premium following by the 
coupon plan or by consistent pre- 
mium offers “should strive by every 
means to hold that market,” Mr. 
Davidson declared. “This is not the 
time to cry quits.” 


Should Maintain Quality 


He urged advertisers to maintain 
the quality standard of their offers 
and all promotional support pos- 
sible. By holding consumer inter- 
est in current premium activities, 
he added, “you will go into the 
post-war era with a tremendous ad- 
| vantage over the fellow who gives 
|/up now because the going calls for 
| that extra ounce of imagination and 
resourcefulness.” 

The virtual elimination of dur- 
able goods from premium catalogs 
has necessitated careful exploration 
of other merchandise classifications, 
J. S. Peters, Perry & Hutchinson 
Company, reported. This organiza- 
tion, promoter of S&M premium 
stamps, has turned to such items as 
slips, nightgowns, shirts, sweaters 
and pajamas, he said, and initial 
tests have proved ‘quite satisfac- 
tory”. 

National advertisers have _ indi- 
cated no letup in their premium in- 
terest, despite the fact that the need 
for ““push selling” has declined, ac- 
cording to agency men who partici- 
pated in the meeting. John A. 
Wells, Pedlar & Ryan, emphasized 
the fact that desirable premium 
merchandise is still available, while 
John Hosch, Jr., J. Walter Thomp- 
son Company, cited the changes 
that have taken place in supplies 
during the past year. 


Offers Check List 


Mr. Hosch offered a_ five-point 
check-list for premium selection, 
pointing out that the offer must be 
an obvious bargain; must promise 
extra usefulness; must possess ex- 
treme beauty attraction; must offer 
personal appeal; and must make the 
recipient feel happy to get the mer- 
chandise, without any letdown. 

Favorable legislative and judicial 
developments affecting premium 


practices in several states were re- | 


ported by Charles Wesley 
| general counsel to the association. 
A bil that would have outlawed 
premium coupons in the food field 
was killed in Louisiana 
while statutes unfavorable to pre- 
miums have been declared uncon- 
stitutional in California and 
bama. 

Mr. Dunn also pointed out that 
declarations by the OPA have been 
entirely favorable to the use of 
premiums. 

Ford Robinson, sales manager, 
Premium Service Company, pre- 
sided over the meeting. Other par- 


Dunn, 


ticipants were Phyllis Cunnyngham, 


Duane Jones Company: J. A. Hefti, 
Carnation Company; and Joseph 
Bergey, Douglas Bergey & Co. 


recently; | 


Ala- | 


War May Limit 
Private Labeling, 
Shift Popularity 


New York, June 23.—Many man- 


ufacturers will emerge from the 
war with fewer brand names and 
fewer packages, Ray M. Schmitz, 


vice-president and merchandising 
manager of General Foods Sales 
Company, predicted today. Mr. 
Schmitz addressed the Packaging 
Clinic of the Advertising Federation 
of America. Other speakers included 
Christopher Browne, editor, Modern 
Packaging: George R. Frederick, 
vice-president, Loft Candy Corpo- 
ration, and C. B. Larrabee, presi- 
dent, Printers’ Ink. 

Mr. Schmitz pointed out that the 
people to whom advertisers sell are 
being educated to expect change 
from their accustomed purchasing 
habits during the war, and will ac- 
cept products in whatever form 
processors can best deliver them 
without grumbling. He cautioned 
however, that no changes should 
be made without research to deter- 
mine consumer attitudes, and ad- 
vertising if necessary to explain 
“the reason why.” 

“Certain manufacturers dedicated 
to private label merchandise may 
find under restricted volume that 
they can consolidate private label 
branding under one brand name or 
a few brand names, and find a con- 
sumer acceptance today which 
would have been most difficult for 
them to obtain.” He said, “At 
least theoretically there is an op- 
portunity here under today’s mar- 
keting conditions for brand name 
shifts of this type and in some fields 
there may be opportunities created 
for securing a competitive position 
with very little promotional ex- 
pense.” 

Mr. Schmitz suggested that be- 
cause of such shifts in competitive 
popularity advertisers should plan 
both packaging and advertising 
moves during the war with an eye 
cast to their postwar marketing po- 
sition. 

Mr. Browne reported a wartime 
trend to more utilitarian packaging, 
which in many cases is producing 
better, more modern design. He 
warned against too great a swing 
to sales in bulk, emphasizing that 
packaging has protective as well 
as sales value, as demonstrated in 
the many packaging innovations 
being used by the armed forces. 
He also stressed the importance of 
using packages and labels more 
informative to consumers. 

Mr. Frederick summarized his 
own company’s moves to meet war 
conditions, while Mr. Larrabee em- 
phasized the need for continuing 
good design. 


Cummins Changes Name 
Cummins Diesel Engine Corpora- 
ition, New York, has changed its 
corporate name to Rogers Diesel 
and Aircraft Corporation. The 
change was incorrectly reported in 
the June 15 issue of ADVERTISING 
| AGE. 


Grady Co. Joins 4 A’s 


| Robert B. Grady Company, New 
York, has been elected to mem- 
bership in American Association of 
Advertising Agencies. 


‘Mars to Start Magazine 


Campaign in Fall 

Mars, Inc., Chicago, will sta 
national advertising campaign S 
fall, using color pages and sec nd 
and fourth covers in Collier’s, (s- 
mopolitan, Life and The Satur ‘ay 
Evening Post. The insertions \v’!! 
begin in September, and-.wil! ip- 
pear monthly or more often in cach 
publication. 

The campaign marks Mars’ iirst 
promotional venture on a national 
scale since it relinquished the Dr. 
I. Q. radio show, now sponsored by 
Vick Chemical Company. There is 
some likelihood that before the 
campaign begins additional media 
will be added. Grant Advertising, 
Chicago, directs the account. 


Maxwell Heads CFAC 
1942-43 Ballot 

Lloyd Maxwell, Ist vice - presi- 
dent, Roche, Williams & Cunnyng- 
ham, has been named by the nomi- 
nating committee of the Chicago 
Federated Advertising Club as 
president for the 1942-43 term, suc- 
ceeding William B. Carr. 

Other officers nominated for the 
June 26 election are: Ist vice- 
president, John W. Ladd, U. S. Sav- 
ings & Loan League; 2nd vice-presi- 
dent, Mary Coffey, Guenther-Brad- 
ford & Co.; 3rd_ vice-president, 
Harold J. McKeever, Portland Ce- 
ment Association; secretary, Nor- 
man C. Green, Crowell - Collie 
Publishing Company; and treasurer, 
Chester L. Price, City National 
Bank & Trust Company. 


Prints Retailer's Guide 


The New York Journal of Com- 
merce published a special retailer's 
guide as a second section of its June 
22 issue. In tabloid form, the sec- 
tion presented a digest of price and 
supply regulations. The 48-page 
section offered retailers a handbook 
of price and purchase restrictions, 
as well as rules regarding ration- 
ing, supply and delivery. 
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The first precision press develop" 


the tremendous pressure of 5,000.00 
lbs. in the ram to bring about ‘1 


cold flow of steel, was invented 

a New Havener, Dr. Charles H. Ho- 
land-Shearman. Through Dr. Ho - 
land-Shearman’'s invention, 
plate and airplane parts are now : 
ing made “somewhere in Eng]la! 
where he was a member of the R« 
Society of Great Britain and a c 
sulting Engineer of the British 4 
miralty. 
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Admen See Larger 
Negro Market for 
Post-War Era 


New York, June 23.—Industry’s 
:panded wartime advertising 
hedules must include Negro news- 
ipers if the vital cooperation of 
, | sectors of the nation is to be at- 
ined, according to conclusions 
ached by an advertising and mar- 
ceting forum sponsored here this 
eek by the New York Amsterdam 
srar-News. The forum was the first 
er held on the subject of the 
‘egro market and represented an 
evaluation of Negro consumers for 
yanufacturers and advertisers. 
With the rapid integration of ever 
nereasing numbers of Negroes into 


ywonsernt een ee 


iefense and allied industries, it was | 


illion consumers with a potential 

uying power of nearly six billion 
jollars, will become the object of 
assiduous cultivation in the post- 
war era. 

Stressing the role of advertising 
under our present war economy, H. 
H. Kynett, partner of Aitkin-Kynett 
Company, asserted it should help 
direct the war effort into whatever 
channels may seem desirable; facili- 
tate change-overs in the nation’s 
economy and prepare consumers 
for impending restrictions. Adver- 
tising should also aid in-the intro- 
duction of substitutes, alternatives 
and new products, and divert de- 
sires into new channels, as well as 
maintain the advertiser’s contacts 
with his market when merchandise 
is not available, he added. 

John J. Hagan, space buyer for 
Lloyd, Chester & Dillingham, stated 
that selling the Negro market to 
manufacturers is an _ educational 
job for Negro advertising staffs. He 
expressed the belief that not one 
out of 10 space buyers in New York 
City has ever been above 125th 
street, and that all have infantile 
notions about Negro buying habits. 

Arthur Hirose, director of pro- 
motion and market research for the 
McCall Corporation, urged all 
papers to make analyses of their 
markets, and William G. Black, 
sales manager of Interstate United 
Newspapers, outlined merchandis- 
ing techniques which have been 
used by Negro papers to increase 
sales of various products. 

Other speakers at the forum in- 
cluded Si Moscowitz, district mana- 
ger of Carstairs Division of Calvert 
Distillers Corporation; James A. 
Jackson, business specialist, Stan- 
dard Oil Company of New Jersey: 
William B. Ziff, president of W. B. 
Ziff Company; William G. Graham, 
sales promotion department, Pabst 
Sales Company; and Frank R. Cou- 
tant, vice-president, Fact Finders 
Associates. 


Chamberlin Promoted 


Wm. G. Chamberlin, sales engi- 
neer, has been appointed 


i 
¢ 
pointed out that this market of 15 
I 
I 
¢ 


California. 


Package Inserts 


per 
a thousand 


XN 


Big-time manufacturers of 

Peckaged products can save 

plenty on Newscolor package 

inserts. If you use several mil- 

‘on inserts of a kind, we can 
rnish them for as little as 25c 
‘ thousand. Well printed in 
» colors on white newsprint. 
mplete details furnished at 
ur request. 


_SHOPPING NEWS 


olor “Division CLEVELAND 


sales | 
promotion manager in charge of | 
advertising of Pennzoil Company of 


Advertising Federation of Amer- 
ica has elected to membership 
White Motor Company, Cleveland; 
Sheboygan Press, Sheboygan, Wis.:; 
Harry B. Green & Co., Baltimore; 
Proprietary Association of America, 
Washington, D. C.; D. L. & W. Coal 
Company, William Esty & Co. and 
American City Magazine Corpora- 
tion, all of New York. 


Hicks Opens Office 

Joseph W. Hicks, tormerly a pub- 
lic relations executive with Stand- 
ard Gas and Electric Company and 
National Margarine Institute, has 
opened an office as public relations 
counsel at 333 N. Michigan avenue, 
Chicago. Mr. Hicks now serves as 
public relations counsel to the Na- 
tional Confectioners Association. 


Claims for Kreml 
Bring Down Wrath 
of FTC Examiners 


Washington, D. C., June 23.— 
“Stopper” copy which R. B. Semler, 
Inc., has been running in magazines 
to extol the virtues of Krem] as a 
hair preparation has also “stopped” 
the Federal Trade Commission, it 
became evident today when FTC 


issued a double-edged complaint 
against the advertiser. 
FTC charged Semler with dis- 


seminating advertisements which 
“falsely represent” that Krem|] 
will remove dandruff scales, check 
excessive falling hair, relieve itch- 
ing scalp, preserve the wave in 


the hair, and normalize excessive 
dryness or  oiliness. FTC also 
branded as false Kreml copy claim- 
ing the product is not greasy and 
will not come off on hats or pil- 
lows, that it will prevent baldness, 
and that it keeps the hair in a 
healthy, normal condition. 

The other count in the complaint 
alleges Clayton Act violations 
through exclusive dealing agree- 
ments designed to lessen competi- 
tion. FTC charged that Semler re- 
fused to sell Kreml to customers 
who stocked competing products, 
and made sales contingent upon the 
agreement that violators of the ex- 
clusive dealing arrangements would 
get no more Kreml. 

FTC charged Krem|] with enforc- 


ing these agreements by various 


means, including having Semler 
representatives call on customers 
and offer to buy a competing prod- 
uct. Those who were revealed to 
be violators of the exclusive deal- 
ing agreement were refused further 
stocks of Kreml. 


Bayles Succeeds Wile 

Heagan Bayles, vice - president, 
Ruthrauff & Ryan, has been ap- 
pointed successor to Frederic Wile, 
Jr., as chairman of the radio advis- 
ory committee of the Advertising 
Council. Mr. Wile resigned to join 
the War Manpower Commission in 
Washington. 


Telfer to ‘Glamour’ 

Edgar H. Telfer, formerly with 
Country Life, has joined the sales 
staff of Glamour, New York. 


Ez E-IN ADS IN 18 MONTHS P 


X-Rey Fittings 


22nd Ave. 


gets strong dealer support 


for its consumer advertising 
AT NO ADDED COST 


For thirteen years, Enna Jettick’s advertising in The 
Christian Science Monitor has been producing tangible 
results in consumer sales and dealer co-operation. 


At no extra cost to Enna Jettick, 502 Monitor sales- 
men in the United States and Canada have called on 
shoe dealers advertising in the Monitor, showed them 
proofs of Enna Jettick national advertisements and 
many have procured tie-ins. In 18 months 574 tie-in 
advertisements were placed and paid for by dealers. 
This was a considerable addition to Enna Jettick’s own 


campaign in the Monitor. 


Here's a plus service that gets results for all types 
of business. Gruen, Heinz, Lux, Sherwin-Williams and 
Westinghouse are using it. Why not you, too? 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper—IiIn Three Regional Editions 
REACHING IMPORTANT MARKETS FROM COAST TO COAST 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Mass. 


NEW YORK: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansas City, Son Francisco, Los Angeles, Seattle 


London, Paris, Geneva, Sydney 
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your national c 
showing dealers pr 
and (2) by recommend 
tion your product int 


You Get LOCALIZED Support 
for Your National Campaign 


i larly on thou- 
502 Monitor salesmen call regu 
sands of well-rated dealers. They LOCALIZE 


ampaign in the Monitor (1) by 
oofs of your advertisements 
ing that dealers men- 
heir advertisements. 
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Minnesota Valley 


Canning Reports 
Profits Up 30% 


Le Sueur, Minn., 
nesota Valley Canning Company 
increased its net income 30 per cent 
during the year ended March 31, 
according to the packer’s 
financial report. Earnings for 
period covered 
after all charges, 
and state income 
with $855,822 for 
period a year ago. 

Current assets on March 31, 1942, 
were $4,362,101 and current liabili- 
ties $1,138,881, against $3,698,445 
and $808,655 at the end of March 
last year. 


the 


including federal 
taxes, compared 
the 


Paramount Pictures 


Estimated earnings for quartei 
ended April 4 were $2,915,000, after 
interest and all charges, compared 
with $2,475,000 for the first quarter 
of 1941. 


Universal Pictures 


For 26 weeks ended May 2, net 
profit was $1,171,100, after taxes 
and other charges, against $1,369,- | 
334 for the comparable period of | 
1941. 


York Ice Machinery 


Earnings for 
March 
000, 


six months ended 
31 were estimated at $784,- 
before charges, compared with 


FACTS 


Send for our series of special 
war-timely folders contain 
ing Suggestions for present 
ing your facts visually.Write 
on your business le tterhead. 


*VISUALFACTS 


2 West 46th Street, N.Y.C. 


June 23.—Min- | 


totaled $1,116,042 | 
comparable 


| 
Columbia Pictures 
Net profit during the nine-month | 


|ing handled by I. 


a loss of $70,000 during same period 
of 1941. 


‘Eureka Vacuum Cleaner 

Net profit for the quarter ended 
April 30 was $104,385, compared 
| with $63,355 during the same period 
| of last year. 


Bendix Aviation 

Net prefit for six months ended 
March 31 was $8,122,679, against 
$5,904,864 for the first half of the 
preceding fiscal year. 


latest | 


_Artloom Corporation 


For 12 weeks ended March 28, 
net profit was $48,864, compared 
with $83,064 for the same period 


last year. 


period ended March 28 was $941,- 


Mangan Sketches — 


Outline of New 
Industry Campaign 


Chicago, June 25.—A new adver- | 
tising campaign under the auspices | 
of the Department of Labor, but| 
backed voluntarily by private in- | 
dustry, which will have as_its| 
objective the conservation of man- | 
power through safety practices, was | 
outlined to ADVERTISING AGE here | 


this week by James T. Mangan, 
director of advertising and mer- | 
chandising for the Mills ciel 


| Company. 


950, against $274,765 for the com-| 


parable period a year ago. 


Now Playbill, Inc. 


New York Theatre Program Cor- 
poration, publisher of The Playbill 
since 1884, has changed its name to 
Playbill, Inc. The officers of the 
company remain the same. They 
are: Ralph Trier, chairman of the 
board; Richard M. Huber, president; 
Gilbert Lucas, vice-president; Al- 
bert O. Ryerson, vice-president; and 
Ellis W. Meyers, secretary. 


Chenoweth to WPB 


L. H. Chenoweth, manager of 
manufacturers’ sales, Industrial 
Products Division, B. F. Goodrich 
Company, has been granted a leave 
of absence to serve on the Rubber 
Products Division of the War Pro- 
duction Board. While he is on 
leave Mr. Chenoweth’s duties in the 
company’s Washington office are be- 
N. Kimsey, Akron 
district manager. 


Printers Merge 


Guide Printing Company and 
Kalkhoff Press, both of New York, 
have combined. 
216 E. 45th street. 


you i 
i i 
i 
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lowa’s Finest Frequency! 


Using the soil conductivity value established 
Appendix | of FCC Standards of Good En 


for the lowa area, calculations based on 
gineering Practice, indicate that: 


600 Ke.—5000 Watts will develop a signal strength 


of 0.5 mv m ata distance of 166 miles to cover an 
area of 86,570 square miles. 


1040 Ke.—50,000 Watts will develop a signal 


strength of 0.5 mv m at 146 miles to cover an area 


of 66,966 square miles. 


1540 Ke.—50,000 Watts will develop a signal 


strength of 0.5 mv m at 101 miles to cover an area 


of 32,685 square miles. 


DON'T BE FOOLED BY HIGH POWER CLAIMS 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


5000 Watts Day and Wight - 600 A.C 


A COWLES STATION 
WATERLOO 


Represented by the Katz Agency 


| war 


The drive will be shaped by al 
government - appointed committee | 
called the National Committee for | 


'the Conservation of Manpower in| 
| Defense Industries, 


and will take | 


\its place in a manpower-safety set- 


Offices will be at | 


printed advertising, 


| with any advertiser 


up already complicated by a num- 
ber of government boards and 
quasi-public bodies operating in the 
field. The campaign will not be a 
part of the work of Paul V. Mc- 
Nutt’s War Manpower Commission, 
nor will it touch the work done by 
the National Safety Council, a 
quasi-public bureau in whose prov- 
ince falls all home, farm, traffic and 
industrial safety measures. 

The National Committee for the 
Conservation of Manpower in De- 
fense Industries comes under the 
Division of Labor Standards, De- 
partment of Labor, and is headed 
by V. A. Zimmer, director of the 
standards division. The committee 
is both a government and a war 
agency, and its particular province 
is safety in plants now busy with 
production. 


Not Cooperative Drive 


Mr. Mangan, whose official post 
is consultant in special promotions 
to the committee, told ADVERTISING 
AGE that the organization § has 
invited individual sponsors of either | 
publication ad- | 
radio advertising to 
promotion to safety 
themes. The copy may be signed 
in almost any fashion, using the 
committee’s signature and “space 
donated by,” etc., the company’s 
signature alone, or simply the com- 
mittee’s signature. 

Viewed from an _ advertising 
standpoint, Mr. Mangan said, the 
first advantage of such a campaign 
by an advertiser is that it is useful 
to the government in winning the 
war. Secondly, the advertiser may 
be moved by the need of the gov- 
ernment for more manpower, by 
the social significance of preventing 
injuries, by the business and eco- 
nomic benefits to be gained in the 
elimination of lost time due to acci- 
dents, and by such advertising 
values as goodwill, circulation of 
company name, and the prestige of 
being intimately connected’ with 
government work. 


vertising or 
divert their 


Industry Recognizes Need 


It seems clear now, the Mills 
advertising official said, that indus- 
try realizes that there are few 
available pools of manpower to be 
tapped, and recognizes the latent 
source represented by the number 
of injured workers lost each year. 
If these man-hours lost due to 
industrial accidents could be 


re- 
claimed, it would be a major stride 
in the direction of finding “new” 


workers for man-hungry industry. 

Mr. Mangan described the adver- 
tising message which the committee 
believes to be desirable as (a) 


stemming from a government 
agency, and therefore bearing the 
authority of the government, and 


(b) tailor-made to fit the 
and hazards of _ the 
advertiser. Asked by 
AGE to demonstrate a sample appli- 
cation of the committee’s work, a 
hypothetical example was given of 
an automobile manufacturer who 
wishes to devote some of its adver- 
tising to safety promotion. The 
manufacturer contacts its advertis- 
ing agency, which in turn would 
probably contact Mr. Mangan for 
clearance or suggested copy slants. 
Mr. Mangan has offered to work 
in preparing or 


problems 
individual 
ADVERTISING 


suggesting copy 


_ CIGARET TESTS IN FLORIDA 


AT LAST...1M ; 
GETTING MY MONEYS 
\ WORTH IN CIGARETTES / 


ae 
my monry's worth in cigarettes!” 


New Super-Value Cigarette Gives You 


24 Longs at the Price of 20 


Plus Money-Back Triple Guarantee! 


Leading independent cigarette maker 
proves you can get more for your money 
—and quality, too! Your money back if you 
don't agree All Americans are the Nation's 
Biggest Cigarette Value! 


NEW MASTER BLEND! 
“bargain” tobaccos, but 


And now here 
your money's 
in quantity ... 
+ threatl 


\ TE were sure we could do it better-filtered amoke. 
it ist h 


more in acuent fie protect 
Here are the extras you get in Al Americans 
ro — AT THE PRICE OF 2 “snorts”! 


a for 


earetioc in every pec 
cutun tncian of cigasetan ab ao ated axel 


When Axton-Fisher Tobacco Co. 
cigarets, 


of extreme mildness and flavor dustinction! 
EXTRA THROAT SAFETY! All Americans contain 
8 special “tobacco-conditioner™ that cuts out a 
common cause of cigarette irritation’ Also, 
20°; longer, they give you « poor oy amoother, 


Yes, this is how All Americans give you more 
for your money! But don’t take our word for it! 
Pick up a big bright-red pack 
today. Find out for yourself what happens when 
@ promunent independent cigarette maker really 
ually 25 sete out to give you your money's worth! 
‘The Aston Fisher Tobacse Co, lac, Lousville, Ky. 


ALL AMERICANS & 


AMERICAS BIG NEW SUPER-¥AIWB CIGARETTE 


ALL AMERICAN'S , 
Tipe ge f | ; 


908 Vone-ull 


> | es es 

owe 

2 ew wae: tao ony em 
tee 


Shorts— 


Not coarse, low-grade 
a brand new master biend 


of All Amencane 


"LONGS" 


to the — 


announced promotion for its All American 
it said the test would be conducted in an un-named state. 


The test 


state is Florida, and promotion is being conducted in newspapers, by outdoo; 


and by station-break radio. 


Newspaper advertisements for the 24-pack, king- 
size cigaret scale down from an initial 1,000-line insertion. 


Blackett-Sample 


Hummert is the agency. 


ideas, where the 
advertising is to be offered on a 
reasonably expanded basis, such as 
insertion in a national magazine. 
Offers Publishers Opportunity 


The 


manpower conservation | 
drive offers publishers a new 
opportunity for increased revenue 


and useful service to the govern- 
ment, Mr. Mangan asserted, point- 
ing out that advertising sold on this 


basis gets away from the stigma of | 


“tin-cupping” sometimes attached 
to special editions, and avoids the 
signature lists now used to promote 
many special pages by media. 

Several insurance companies 
have already adapted the man- 
power conservation themes in their 
copy, Mr. Mangan pointed out. He 
also told ADVERTISING AGE that a 
number of industries now wholly 
engaged in war _ production § had 
contributed to a $5,000,000 war 
chest known as the War Production 
Fund which will be administered 
through the National Safety Coun- 
cil. 

Another of the names on the 
National Committee for the Con- 
servation of Manpower in Defense 
Industries which will be familiar to 
the advertising world is that of Ted 
Collins, radio impresario, who 


|}serves the committee as radio con- 


sultant. It is also likely that some- 
one from the motion picture indus- 
try will shortly be appointed to the 
committee. The rest of the group 
is composed of safety engineers and 
other industrial experts. 


Denver Adclub Elects 


Advertising Club of Denver has 
elected the following officers for 
1942-43: Arthur J. Nayler, Nayler 
Mult. Company, president; J. A. 
Fitzell, Ideal Laundry Company, 
first vice-president; Joe Tracey, Mc- 
Cann-Erickson, second vice-presi- 
dent; Gene McKim, Western Farm 
Life, treasurer; Bruce McLeran, 
Denver N: itional Bank, secretary. 


Fillebrown to Oo Connell 


Howard M. 
account executive with 
Holden, has joined R. T. 
Company, New 
capacity. 


Fillebrown, formerly 
Calkins & 
O’Connel! 
York, in a similar 


Perkins to Best 
Frank Best & Co., New York, ha: 
been appointed to direct advertis- 


ing for Perkins Machine and Gear 
Company, Springfield, Mass.  In- 
dustrial papers will be used. 


Three to Hillman-Shane 


Hillman-Shane-Breyer, Los An- 
geles, has been appointed to handle 
'the national accounts of Hollywood- 
Maxwell Company, manufacturer of 
V-Ette “Whirlpool” brassieres; 


Hollywood Highland Sportswear 
|Company, manufacturer of men’s 
isportswear; and California Belt 


| Manufacturers Association. 


Textile Co. to Oswald 


Philadelphia Textile Finishers, Inc., 
| Philadelphia, originator and manu- 
facturer of a special treatment that 
makes duck and canvas water, flame 
and rot-proof, has appointed Oswald 
Advertising Agency, Philadelphia, 
as its advertising counselor and 
merchandising adviser. 


Account to Rouse 


Town and Country Market, Los 
Angeles, has appointed Eugene F 
Rouse & Co., Los Angeles, to 
handle its advertising. 


KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 5 
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Co-ops Plan Food 
Canning, ‘Alky’ 
Plant in Midwest 


Schedule Research in 
Use of Alcohol from 
Farm Products 


Kansas City, Mo., June 24.— 
‘hat the nation’s consumer cooper- 
atives intend during the war period 
to make huge gains in production, 
as well as membership, was made 
apparent here this week as the 
Consumers Cooperative Association 
announced its second large manu- 
facturing enterprise within a 
month. 

The announcement, which came 
trom the office of Howard A. Cow- 
den, president, stated that CCA has 
purchased the Scottsbluff, Neb., 
canning plant of Otoe Food Prod- 
ucts Company. Located in an 
irrigated section of the North Platte 
valley, the cannery is capable of 
turning out 200,000 or more cases 
of food products each season. Peas, 
beans, corn, tomatoes and tomato} 


NEWSPAPER ADVERTISING AT A GLANCE 


©) 


cc 


MAY 1942 - 1641 LOSS GAI 
} 
CLASS IF ICAT HONS -x -20 -10 0 ic 2 
(ec pene + —_—_——_—_——_, 
an | 
ReTaic oe \ | } —— 
| GENERAL “9.7 } } (ee 
| | 
AUTOMOTIVE 4 
| = | 
Financia 28.4 | 
| Totac DisPiay 12.5 mam ne 
Coassirect 12.9 eer 
Total ADVERTISING 12.6 \ ee | 
DEPARTMENT CTORES 5.8 | | | 
| | 
= | ae é ee | — 
JANU. To 1, 1942 1941 | 
a ; . 
METAIL -2.8 
Genewar 2.7 | 
ao 4 \ i | 
UTOMOTIVE = - — | 
FINANC TAL G.I \ —— 
Totac Dispray ome 
| | 
CLassirien 12. —___ 
Total ADVERTISING -6,3 \ er | 
| 
PARTMENT TORES 4.6 i) — | 
j | 1 | | 
ae | 4 i 4 — —s 
3 -a 10 0 10 20 | 


Losses in the various classifications for May 1942, compared with May 1941, 
and the Jan. |-May 31 periods of both years are shown in this chart prepared by 
Media Records, Inc. 


juice are 
handled now, but it may later add 
such foods as tomato puree, catsup,|seven states which are served by 
spinach, carrots and kraut. 


the principal products | federal government, the remainder 


to the 150 cooperative food stores in 


the North Kansas City wholesale 


Part of the pack will go to the) organization. It is owned by 125,000 


FREEZE” 


t 
= 


(ndustrial payrolls in the Port- 
land Area in the first four 
months of 1942 totaled 


55 607,656 more 


than those of the other 
35 counties in Oregon 


freach Assossir 


farm and city families and supplies | 
local cooperatives in Kansas, Okla- 
homa, Colorado, Utah, Wyoming, 
South Dakota, Nebraska, Iowa and 
Missouri. 

“Patronage Refund” 


Already the co-ops have made 
known that they do not intend to 
stick with old-line types of farm 
product purchasing practices. “In 
our efforts to shorten the distribu- 
tive route between producers and 
consumers,” Mr. Cowden said, “a 
plan under study now to pay 
growers who produce vegetables for | 
the cannery something over and} 
above the market price—a sort of | 
patronage refund to producers as 
well as to consumers who own and 
operate the plant. More than a 
score of food products are now 
obtained by our wholesale from 
marketing co-ops in line with our 
goal of narrowing the spread be- 


is 


tween the farm field and the din- 
ner table.” 
Earlier this month, CCA, which 


owns a gasoline refinery at Scotts- 


| bluff and one at Phillipsburg, Kan 
|}announced that it would soon form 
}a subsidiary for the manufacture of 


alcohol from farm products. The 
alcohol would be used in making 
synthetic rubber, to blend with 
gasoline to achieve high octane 
efficiency, and for other war pur- 
poses. 

As an extensive manufacturer 


and distributor of all types of motor 
car fuels, lubricants and auto acces- 
CCA has long spoken of its 
desire to manufacture produce 
all essentials necessary in this field. 
Thus the recent announcement that 
“we in industrial alcohol a 
source for synthetic rubber, a 
source for anti-knock gasoline, and 
a basis for plastics and drugs,” lett 
little doubt that CCA intends in the 
immediate future to apply to other 
production fields the same work it 
is now carrying on in the petroleum 


sories, 


or 


see 


and paint manufacturing _ fields 
Directors of the CCA have ap- 
proved expenditure of $10,000 a 


year for a five-year program of 
cooperative research in the use of 


alcohol from farm products 
Others to Take Part 


According to Mr. Cowden, tech- 
nical men will be engaged to carry 
on experiments in the production 
of synthetic rubber. “Another prob- 
lem,” he said, “will be that of 
lowering the cost of alcohol for 
blending with gasoline in order to 
step up octane rating to the point 
where the use of tetraethyl lead 
will not be necessary. In carrying 
on these and other experiments, 
cooperatives and agencies friendly 
to cooperatives will be asked to 
participate in the program. 

“When discoveries of value are 
made in any field, they will be 
offered to cooperatives and others 
on a reasonable royalty basis. It 
will not be the policy of the re- 
search laboratory to make discov- 


eries of value and then withhold 
them from the market. 
“Even though we are entering 


the field of research, we still want 
to see our patent laws amended in 
the interest of consumers. High 
royalties in many fields are being 
continued long after the cost of the 
process has been liquidated. It 
tends to make goods costlier and 
is an unnecessary drain on consum- 
Inventions and discoveries 
should either be given to the people 
royalty-free, just Babcock gave 
the milk tester to the dairy indus- 
try, or patent protection should be 
ended after the inventor or discov- 
erer has granted reasonable 
compensation.” 


ers 


as 


been 


Doom Begins Campaign 

A 13-week newspaper campaign 
promoting Doom roach and bed bug 
powders has been released by L. J. 
DuMahaut Advertising Agency for 
Edgar Murray Company, Detroit 
manufacturer of insecticides. Small- 
space ads are used. The schedule 
also includes three trade publica- 
tions: Drug Topics, Hotel Monthly 
and American Restaurant Magazine. 


Rockwell to Tyson 


Reynolds G. Rockwell, formerly 
with the advertisers’ service depart- 
ment of Geyer publications, has 
joined O. S. Tyson & Co., New York, 
assistant account executive. 


U. S. Navy recruiting service. Mr. 
Maloney was formerly _ publicity 
manager of Kated Corporation, 
New York, which handles the 
jinterests of Kate Smith, and pre- 
viously in the trade publicity 
department of Station WOR, New 
York. 


Publicity Club Elects 


Publicity Club of New York has 
elected Z. E. Roller, public relations 


department, United States Rubber 
Company, president for 1942-43. 
Other officers elected are: vice- 


presidents, Amy Blaisdell of Ogilvie 
Sisters and Herbert Askwith of 
Lewis & Conger; recording secre- 
tary, Edith Evans, N. Y. C. Housing 


Authority; members of the board, 
Diane Wheeler, Primrose House; 
Helen Hutson Weber, Korbel & 


Colwell; Tom Gilliams of Gilliams 


Service; and Duff Merrick, City 
Theatre. 
Maloney to BBDO 

William P. Maloney has joined 


Batten, Barton, Durstine & Osborn, 
New York, as_ publicity director, 
succeeding H. Wieand Bowman, 
who will leave shortly to join the 


Ramsdell to Nat'l Drug 


Lee Ramsdell, Jr., formerly ad- 
vertising manager of Hoffman-La 
Roche, Nutley, N. J., has joined Na- 
tional Drug Company, Philadelphia, 
in a similar capacity. 


TLAND'S AFTERNOON NEWSPA 
Portland, Oregon 


S- FITZGERALD, INC. National Representatives: New York 
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Warner & Swasey Ads 
Spur War Production 


To the Editor: We attach several 
proofs from a series of advertise- 
ments which Warner & Swasey 
Company, Cleveland, manufacturer 
of turret lathes, is just starting in 
business papers reaching the metal 
turning field. Please look at these 
advertisements and see if you don’t 
agree that here indeed is a timely 
theme. You will note that Warner 
& Swasey product advertising 
almost completely subordinated. 

There is a lot of talk about work- 
men failing to produce as much as 
they can, limiting the number of 
finished pieces per day, allowing 
machines to idle and not produce 
during the 15-minute period before 
change of shifts, etc., etc. This is 
probably true in many places, but 
there are also a great many work- 
ers who are really doing a fine job. 

A turret lathe is a key tool in the 


1S 


production of precision parts for 
war materials. New turret lathes 
can’t be produced fast enough. 


Thousands of operators must do the 
best with what they have at hand. 
Many of them have shown praise- 
worthy initiative and a lot of in- 
genuity in getting more production, 
or more accurate work from their 
turret lathes and turret lathe tools. 
They have used their heads as well 
their hands. We believe per- 
sonal recognition of some of this 
good work will encourage _indi- 
vidual effort and build morale 
among machine shop workers. We 
believe also that Warner & Swasey 
is one of the first to get down to 
brass tacks in tackling such a job. 
The entire series carries the 
phrases, “A Citation for Men in 


as 


tory—from the Production 
Behind the Firing Lines.” Hun- 
dreds of practical ideas have been 
sent in to Warner & Swasey. Some 
have been selected for the business 
paper ads. Practically all will be 
explained and passed along. in 
“Blue Chips,” a Warner & Swasey 
shop bulletin sent monthly to nearly 


30,000 turret lathe operators. All 
worthwhile suggestions are ac- 
knowledged and a_ specially de- 


signed “Ideas for Victory” pin sent 
to the operator, with his name en- 
graved on the front. The reverse 
side carries the words, “Awarded 
by Warner & Swasey.” 

Our contacts with individual op- 
erators and management in the 
field, getting photos, releases, etc., 
verify our belief that such a series 
of advertisements can be a fine con- 


tribution to war production. In 
some places top management was 
unaware of the good ideas initi- 


ated in their shop by some one of 
their own employes. Many man- 
agements have asked that the pin 
be sent to them so they could make 
presentation of the pin a shop cere- 
mony. 
EARL R. PREBLE, 
Griswold - Eshleman Company, 
Cleveland, O. 


- © 


v 
Triple Score 

To the Editor: For a_ perfect 
three-in-one representation of our 
Axis enemies, see the accompany- 
ing picture from the Exide adver- 
tisement in The Saturday Evening 
Post for June 20. 

In one face, the artist has skill- 
fully combined Mussolini's jaw, 
Hitler’s hair and mustache, and the 
slanted, spectacled eyes of Hirohito 
Some puss! 

ALLEN GLASSER, 
New York. 


v v v 
Protests ‘Uncle Adolph’ 
™ To the Editor: On Page 29 of 


your June 15 issue I notice a full- 
page war bond advertisement en- 
titled, “Uncle Adolph Wants You.” 

Every time I look at this adver- 
tisement it upsets me to think that 
we are in the most tetfrible world 
conflict ever known with the forces 
controlled by Hitler and yet refer 
to him as “Uncle Adolph.” I had 
always considered the term “uncle” 


+ ot 
War Industry,” and “Ideas for Vic-| 
Lines | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


CITATIONS FOR PRODUCTION 'VICTOR/ IDEAS' 


His “Heod Work" Eliminoted 
@ Second Chucking Operation 


These are two of the advertisements in 


er, 


He Found a Way to Eliminate 
an Indexing Operction 


; te 
=i 
Ws —j 


Ueas for 
victory 


from che Prous 


he hong 


a series launched by Warner & Swasey 


Co., Cleveland, in hope of spurring greater war materials production. Business 


papers are carrying 


the novel messages. 


as one of endearment and showing 
close relationship. To refer to Hit- 
ler in any such way takes away all 
of the effectiveness and the sting 
that rightfully belongs in an appeal 
to buy war bonds. 

Others feel the same way about 
this advertisement, saying that it 
reacts unfavorably so far as they 


are concerned. It is strange that 
the New York War Bond and 
Pledge Committee could not send 


out a more effective appeal. 
CLARA R. LACEY, 
Secretary, Industrial Publica- 
tions, Inc., Chicago. 


Publisher Protests 


Postage Rate Boost 

To the Editor: You may be in- 
terested in the enclosed letter which 
we have just sent to Chairman 
Robert L. Doughton of the House 
ways and means committee, 
garding the proposal to 
second class postal rates 
the Post Office deficiency. 

Our experience, we advised 
Mr. Doughton, proves that a great 
portion of this deficiency is caused 
by the mass of government releases 
now flooding the mails from every 


re- 
increase 
to offset 


as 


THREE-IN-ONE 


Tne Darty Bleak 


SON SANA OE 


When you 
buy carelessly 
the Axis is pleased 


if yeu 


hemor dating thing ' 


want te start getting back of the Asis, buy 


When pou de that, the things you buy won't need 
to be replaced so con. Less maternal, lees machine 
toma bees Labor are absorbed by you; more of all three 


i+ available against the Axis, 


Buying for longer service not 
only provides you with better 
value; Ht comserves unportantly 
her Unele Sem. It happens to be 
one more way for you to help 
jour country win. 


THE EL PCTRIC, STORAGE BATTERY OF), Piitedelphs 
Ve Det sl gee Meme mers of Searage Basseries for Emery (orp 
» che Barwerwe of | omada, Lemmerd, Toremss 


The artist combines the features of the 

three Axis dictators in a single illustra- 

tion for this advertisement of Electric 
Storage Battery Co. 


department and bureau all 
franked, of course. 

These press releases became so 
numerous by Jan. 1 that we 
started to save them, and to date 
have received 107 pounds of mimeo- 
graphed sheets from the various 
governmental bureaus, offices and 
boards. This, despite the fact that 
we have repeatedly asked WPB, 
OPA, USDA, OEM, BEW and other 
agencies to limit our releases only 
to matters pertaining to farm equip- | 
ment or closely related industries. 

These 107 pounds represent only 
mimeographed press releases and | 
regulations. They do not 


include | 
the periodicals issued by REA, Re-| 
clamation, Extension Service, News | 
for Cooperatives, Victory, Educa-| 
tion for Victory, and all of the other 
monthly and weekly 
carrying the propaganda of each| 
separate and distinct department of 
the government. 

For the past year the trade press | 
has attempted to carry the “gist” of 
all this mass of government pub- 
licity and rulings to its readers. The 
time of several persons is necessary 
to “boil it down” so the trade will 
know what it is all about. A large 
proportion of each issue of our pub- 
lication is given over to this ma- 
terial. 

At the same time we are devoting 
| pages and pages to the scrap col- 
lection campaigns, the farm ma- 
chinery repair programs, the war 
bond campaigns (a front cover and 
an additional inside page on war 
| bonds in our current issue). 

According to the press announce- 
|/ment of the committee’s proposal 
we are now expected to pay for the 
|mailing of all of this government 
| publicity despite the fact that many 
| trade publications are losing money 
every time they go to press. 

Our publication, Farm Machin- 
ery and Equipment, has weathered 
| the storms of the past 56 years. Any 
/considerable increase of second 
class rates on trade periodicals at 
this time would be the “straw that 
broke the camel’s back.” 

ArcH S. MERRIFIELD, 

President, Farm Machinery and 

Equipment, St. Louis, Mo. 


Bureau Offers Rid 


to Advertisers 

To the Editor: We believe that 
advertising is a very important fac- 
tor in our stimulated-demand econ- 
omy. We believe that as an indus- 
try it deserves more recognition 
than we have previously been able 
to give it. 

Therefore, we believe that you 
will be interested to know that, for 
the first time in the history of the 
Department of Commerce, we are 
setting up a staff which will act as 
a clearing house on all advertising 
subjects. 

Miss Florence Dart, formerly sec- 
retary and treasurer of the Simpers 
Company, New York, former presi- 
dent of the Philadelphia Club of 
Advertising Women and of the 
Women’s Advertising Clubs of the 


World, has been appointed indus- 
try specialist to direct this work. 

Our primary purpose is to be of 
assistance to government, industry, 
advertisers, advertising agencies 
and all advertising allied groups, by 
studying current advertising trends | 
and advertising problems; and the 
securing of current statistical, tech- 
nical and other research data. All 
the information will be available to 
anyone interested in advertising. 

In order to secure some of the 
necessary data for our files, we are 
counting on your cooperation and 
suggestions in the future. 

No doubt you have many ideas 
on how this branch can attain its 
objective and we shall be glad to 
have you write us or call on us in 
Washington at any time. 

CARROLL L. WILSON, 

Director, Bureau of Foreign 

and Domestic Commerce, De- | 

partment of Commerce, Wash- 

ington, D. C. 


Off to a Good Start 


To the Editor: I was most inter- 
ested in “The Diary of an Ad Man,” | 
which started in the June 15 issue 
of ADVERTISING AGE. It certainly 
should prove a most _ interesting 


|series that can demonstrate con- | 


clusively that admen (one at least) 
not only know how to write but 
can, on occasion, Think (—and I’m| 
not lisping, either). 

However, your introductory note 
beginning “This DAIRY embraces 
the observations, etc.,” seems to 
suggest, subtly of course, that the 
“prominent and widely known ad- 
man” is either a protagonist of Elsie 
the Borden Cow, or that there lurks 
in the diary some of the flavor of 
the male of the bovine species. 

Perhaps it should have _ been| 
headed “The Voice from the Stan-| 
chion.” 

L. E. STYsR, 

Liquid Carbonic Corporation, | 
Chicago. 


Point Up Cooperation 


To the Editor: The enclosed 


magazines | poster represents a unique coopera-| Red Skelton made the expressio: 


tive effort between the Wright 
Aeronautical Corporation and the 
Globe-Wernicke Company to stimu- 


INTER-COMPANY TRIBUTE 


Blobe“Weenicke 
mau paniuciiaN airs 
ae |. Se EF on BS 


A MESSAGE FROM THE WRIGHT AERONAUTICAL CORPORATION 
TO THE EMPLOYEES OF THE GLOBE-WERNICKE CO 
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This poster is a part of the novel ex fe 
change of tributes between two com - 
panies now busy with war production 7 
Its aim is to show graphically how effort wi 
of one plant depend upon the product th 
of another. hi 
OF; 
late the war production drive sp 
our respective plants at Cincinna in 
It has been posted throughout < se 
plant and the same plan will or 
followed at the Wright factory br 
Lockland, a Cincinnati suburb. be 
The purpose of the poster is : im 
only to stimulate war production, ne 
but also to make the workers re: - 
lize how the efforts of one plant 
often depend upon the products of r 
another. ; 
C. W. HAMILTON, ps 
Sales Promotion Manage: M 
Globe-Wernicke Company, Cin- Je 
cinnati, O. Jt 
v,vry gt 
That Skelton Man 7 
To the Editor: That’s a nice ag 
headline Mutual Broadcasting Sys- 
tem ran on page 17 of your June 22 
|issue—“Yankee dood it dandy!” 
| However, as MBS pats itself on la 
its back, I wonder if it realizes that N 
l 
Q 
|“Dood it” famous over NBC! S: 
| E. WARD STEWART, to 
Chicago sc 


Today’s Linage Commands ACTION 
and Is a Sound Investment in 


Tomorrow’s 


Tri-City Industrial employment is 36,206—an increase 
of 51°, over January |, 1940. Of this employment over 
75°/, originates in Rock Island—Moline zone. 

The Rock Island Government Arsenal now employs 


14,503 workers—an increase 


These facts are significant. We have converted our 
industries to war—there has been very little new war plant 


construction. Most of our 


dents who will be BUSY on the tasks of VICTORY PEACE 
when the present BIG JOB has been concluded. 


The future promises a continuance of steady growth, 
through good times and bad, which has been an invari- 


able rule in this community 


1940 Census for Rock Island-Moline). 


The Buying Habits You Create here TODAY 


will Deliver Profits 


NATIONAL REPRESENTATIVES 


MOLINE 


DISPATCH 


GOOD WILL 


of 66°/, over one year ago. 


people are permanent resi- 


of 103,526 population (U. S. 


in Post War years. 


THE ALLEN-KLAPP COMPANY 


ROCK ISLAND 
ARGUS 
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Bakers’ Yeast 
in Bergen Air 
Spot for Summer 


New York, June 24.—A new ad- 
vertising campaign promoting the 
consumption of bread will be 
launched by Standard Brands, Inc., 
on July 5, when it will replace 
Charlie McCarthy and “The Chase 
& Sanborn Hour’ with a variety 
show sponsored by Fleischmann’s 
yakers’ yeast. The new summer 
series will be aired over the usual 
Chase & Sanborn net of 92 NBC 
stations, 8 to 8:30 p. m., EWT, on 
Sundays until Edgar Bergen returns 
from his vacation next fall. 

The Fleischmann show is called a 
“big-time vaudeville of the air” 
and will feature top stars of stage, 
screen and radio. Walter O’Keefe 
will act as master of ceremonies for 
the series, with Raymond Paige and 
his orchestra supplying the music. 
Opening program will present high 
spots of Irving Berlin’s forthcom- 
ing show, “This Is the Army.” Sub- 
sequent broadcasts will offer three 
or four topflight headliners on each 
broadcast. The new campaign will 
be presented on behalf of the bak- 
ing industry, through Arthur Kud- 
ner, Inc. 


Replaces “Fibber & Molly” 


S. C. Johnson & Son will replace 
“Fibber McGee & Molly” with a 
program of Americana featuring 
Meredith Willson and commentator 
John Nesbitt, for 13 weeks starting 
June 30. The Johnson wax pro- 
gram is heard over NBC on Tues- 
days from 9:30 to 10 p. m., EWT. 
Needham, Louis & Brorby is the 
agency. 

Parker Sponsors Sevareid 


Parker has 


jaunched 


Pen Company 

“Eric Sevareid and the 
News” over 56 CBS stations for 
Quink. The newscast is heard 
Saturdays and Sundays from 8:55 
to 9 p. m., EWT. J. Walter Thomp- 
son Company is the agency. 


Wheeling Renews Show 


Wheeling Steel Corporation will 
return the “Musical Steelmakers” 
to the Blue Network for its second 
year starting Oct. 4. The show will 
go off the air for the summer on 
June 28. The new contract is for 
39 weeks and calls for the addition 
of eight stations to the lineup. The 
program will be aired at the same 
time, Sundays from 5:30 to 6p. m., 
EWT, over 75 Blue stations. 

Resumes “Breakfast Club” 

Cream of Wheat Corporation will 
resume sponsorship of the “Break- 
fast Club,” early morning variety 
show aired on the Blue Network, 


Availabilities on 


- a 
‘ST. LOUIS 


ponsored variety pro- 
* gram with fifty-six weeks _ 
of continuous top audi- 


* 


effective Oct. 2. The new contract 
is for the 9:45 to 10 a. m., EWT, 
period on Fridays and Saturdays 
for 26 weeks on 75 stations, an in- 
crease of 17 over its former lineup. 
Batten, Barton, Durstine & Osborn 
directs the account. Cream of 
Wheat sponsored two 15-minute 
segments of the program from No- 
vember, 1941, to March, 1942, a 
period of 20 weeks, on 58 Blue sta- 
tions. 


McCook to NAM Staff 

H. Kennedy McCook, wartime 
priorities specialist, has joined the 
Washington staff of National As- 


sociation of Manufacturers to as-|tobacco dealer's. 


sist in coordinating activities of the 
NAM war committee with those of 
government war agencies. 


Advances Sherrill, Smith 


Arthur M. Sherrill, advertising 
promotion manager of Liberty, New 
York, has been named associate 
editor of that publication. Harold 
Smith, formerly assistant to Mr. 
Sherrill, succeeds him as promotion 
manager. 


Plug Penn Tobacco 
Free Coupon Offer 
in Buffalo Test 


Buffalo, N. Y., June 23.—A free 
trial offer of a 15-cent tin of Wil- 
loughby Taylor tobacco featured a 
one-time, full-page newspaper test 
conducted here last week by Penn 
Tobacco Company. The color inser- 
}tion appeared in the Buffalo 
Courier-Express and contained a 
coupon which merely required fill- 
ing in with the reader’s signature 
and address for redemption at any 
Spot radio, in the 
form of a 15-minute daily sports 
broadcast over Station WGR, sup- 
plemented the newspaper test. 


Plans Extension 


Previous to this test, the Wil- 
loughby Taylor blend had received 
only limited promotion in the form 
of a series of 150-line ads placed in 
the New York Times last winter. 
It is planned to extend last week's 


large-scale effort to 
one city at a 
future. 

The page copy which appeared 
here was captioned, “Willoughby 
Taylor says and continued, 
“This is the finest tobacco a man 
can put in his pipe... and to prove 
it, I'm offering you a tin free.” The 
coupon offer, specifying only that 
it be filled out in the bearer’s own 
handwriting, was run at the bottom 
of the page and did not require any 
additional purchase. H. M. Kiese- 
wetter Advertising Agency, New 
York, directs the account. 


other 
time, in the 


areas, 
near 


Hudson Named President 


Advertising and Sales Club, 
Greensburg, Pa., has elected the 
following officers for 1942-43: Fred 
Hudson, Crown Fuel Company, 
president; Joseph Morford, Moore 
Metal Mfg. Company, vice-presi- 
dent; Eric Zimmerman, Railway 
and Industrial Engineering Com- 
pany, secretary; and W. F. Hoelzer, 
Pennsylvania Rubber Company, 
treasurer. 


Graphic Arts Council 
‘Names Beesley Director 

National Graphic Arts Emergency 
Council has named Thomas Quinn 
Beesley, public relations counsel and 
business executive, as Washington 
representative of the Council, with 
offices in the Second National Bank 
building, 1333 G street, N. W., and 
with the full authority of executive 
director. 

W. G. Simpson, president of C. T. 
Dearing Company, Louisville, was 
elected vice-chairman of the Coun- 
cil board of directors. Mx. Simpson 
is already serving as co-chairman 
of the Council with Claude M. 
Baker, president of International 
Typographical Union. 


With John Budd Company 


J. A. Kowalski, whose picture 
appeared in one of the groups pho- 
tographed at the Columbus, O., con- 
vention of the Newspaper Advertis- 
ing Executives’ Association last 
week and reproduced in ADVERTIS- 
ING AGE, was incorrectly associated 
With another newspaper repre- 
sentative. He is with The John 
Budd Company. 


DAY AND NIGHT, U.S. radio networks are 


competing in a continuous coast-to-coast 


popularity 


contest. With the American 


Family in the judging stand. the awards are 


mighty important to everybody interested 


in broadcast advertising. 


Naturally, top honors are awarded in the 


top markets, where competition is keenest 


und where most of the judges live. Naturally. 


were highly pleased at the honors Mutual 


is winning in the largest markets of all- 


the 14 cities of over 500.000 population. 


By popular vote. Mutual stations are wear- 


ing the third-or-better ribbon 


in 12 of these 


14 top markets. 


Here is popularity where it counts most. for 


in their primary areas alone these prize 


Mutual stations regularly serve 44.4 of 


all U.S. radio homes. And Mutual is even 


more popular, even more welk 


important markets. That's w 


‘ome. in other 


hy Mutual is 


ready to serve you...where and when you 


want your message delivered 


large and small. 


* Greater Popularity, Power, and Economy —Where and When They 


THE MUTUAL BROADCASTING 


...in markets 


Count Most * 


SYSTEM 
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P&G Defendant 
Charges Violation 
of Civil Liberties 


Detroit, June 24.—The federal in- 
dictment charging Procter & 
Gamble with having conspired to 
get possession of Lever Bros.’ trade 
secrets reverberated in United 
States district court here today 
when R. J. Lamping, P&G salesman 
named as a defendant in the Boston 
case, filed a motion asking that 
papers allegedly seized from him 
by police officers on March 2 be re- 
turned, and that Lever Bros. be 
restrained from making any use of 
the data. 

Mr. Lamping also complained 
that his “unjust detention and 
arrest” and seizure of papers vio- 
lated the Fourth, Fifth and Sixth 


amendments to the Constitution. 
Previously he had filed a motion 
asking that the action pending 


against him be quashed. 
“Held Without Charge” 


According to Mr. 
tion he was arrested at his Detroit 
home, was brought tu police head- 
quarters and held incommunicado 
from Feb. 28 to March 2 
being advised of any specific 
charges against him. During an 
“inquisition” conducted by a 
office inspector, Mr. Lamping com- 
plained, “certain statements 
memoranda and documents were 
procured from him,” which “the 
defendant is informed and believes 
were turned over, among others, to 


Lever Bros. Company of Cam- 
bridge, Mass., and to various of 
their agents and employes and to 


various detectives employed by 
them.” 

Mr. Lamping described himself 
as an employe of P&G for the past 


RELEASED! 


Our War and Defense Stock Photographs 
have been reviewed and OK'd by the 
Army and Navy Bureaus of Public Rela- 
tions for advertising purposes. Write for 
a free sample catalog of over 100 subjects. 
HAROLD M. LAMBERT STUDIOS 
280! Cheltenham Avenue’  Phila., Penna. 


Lamping’s mo- | 


without | 


post | 


and | 


APPLICATION COPY 


Save up tol0*on fuel bills 


hy proper use of your Cloth Window Shades! 


Resuming after a five-year layoff, Window 

Shade Institute will begin an institutional 

advertising campaign in late August, 

stressing applications of window shades 
and proper use of cloth shades. 


/11 years, the last two of which he 
has spent in Detroit, calling on the 
drug trade. In a statement ac- 
| companying his court petition, Mr. 
|Lamping charged, “This is really 
jnot a case against me. It appears 
‘to be an attempt by a foreign- 
|owned corporation, Lever Bros., to 
smear my American employers, 
| Procter & Gamble.” 


Driver to Copper Assn. 

| Wilbur B. Driver Company, New- 
ark manufacturer of resistance 
wires, has been granted member- 
ship in the Copper & Brass Re- 
search Association, New York. This 
increases the total membership of 
the Association to 41, representing 
all principal mills in the United 
States fabricating copper and cop- 
per alloys. 


KWKW to . Open i in July 


Southern California Broadcasting 
Company will open a new station, 
KWKV\V, in Pasadena about July 15. 
The station will operate on 1,000- 
watt power at 1430 kilocycles. 
Studios will be located in the Pasa- 
dena Athletic Club, 425 E. Green 
street. 


WORCESTER industries are in high gear for Victory NOW. Worcester 
workers are getting — and spending — top wages NOW. The solid 
prosperity of this great industrial market is indicated by Sales 
Management's forecast of a 23 per cent gain in Worcester’s Retail 
Sales (in dollars, $27,300,000 MORE) for the year ending July 31. 


WORCESTER’S 23 per cent gain over its own record is the highest 
of any Massachusetts city. And on Sales Management's National 
(city gains compared with national gain) 


Index 
index figure of 102.2 per cent 
in Massachusetts. 


Sell this ready market NOW through The Telegram-Gazette, key 
to retail sales throughout densely-populated Central Massachusetts. 
Population: City 193,694. City and Retail Zone 440,770. Telegram- 
Gazette circulation: more than 134,000 daily. 


Worcester’s 
RETAIL 
SALES 

UP 23% 


According to Sales Man- 
agement Forecast for Year 
ending July 31, 1942 


Worcester’s 
is also the highest of any city 


We on aeaere 


_ WORCESTER MASSACHUSETTS 


 Georce F. Boorn, Publsh3- 
,OCK amd ASSOCIATES, NATIONAL REPRESE 


OWNERS ols RADIO STATION WTAG | 


Shade Institute 
Campaign fo Stress 
Application Copy 


| 


Metal Saving by Use 
of Paper Shades 


Chicago, June 25.—After a 
year layoff, the Window Shade 
Institute will reenter the national 
advertising field late this summer 


with an educational campaign 
stressing economical wartime uses 
of cloth window shades. A peace- 


time theme dominated the _ Insti- 
tute’s last advertising effort—back 
in 1937—the desirability of chang- 
ing shades twice a year. 

The new drive will tell consum- 
ers how they may save as much as 
10 per cent on their fuel bills with 
proper use of window shades; how 
they may secure inexpensive black- 
out protection; how they may cool 
their homes as much as 49 per cent 
|in summer; 


|ing conditions may be bettered. The 


\last application is particularly apt) 


in a period in which there is much 
night production, with a correspon- 
'dingly large segment of the public 
getting its sleep in daylight hours. 

Black-and-white full pages will 
appear in Life and The Saturday 
Evening Post beginning in August 
and running through November, 
with the likelihood that further 
advertising will be used in the 
spring of 1943. The advantages and 
applications claimed for the cloth 
window shades are based on tests 
conducted by Armour’ Research 
Foundation. 

The Window Shade Institute is 
located at 60 E. 42nd street, New 
York, and companies backing the 
drive are the Chas. W. Breneman 
Company, Columbia Mills, Inc., 
Stewart Hartshorn Company, IIli- 
nois Shade Cloth Corporation, 
Interstate Shade Cloth Company, 
Lapsley Interstate Shade Cloth 
Company, McMaster-Reilly Shade 
Cloth Company, Oswego Shade 
Cloth Company, Wm. Volker & Co. 
and Western Shade Cloth Company. 

The account was recently placed 
with J. Walter Thompson Company. 


CLOPAY STRESSES 
METAL-SAVING SHADES 

Cincinnati, O., 24.—Using 
the present materials, 
especially metal, as an advertising 
theme, Clopay Corporation, 
manufacturer of paper window 
shades, is advertising currently in 
American Home, American Maga- 
zine, Ladies’ Home Journal and 
Life. Copy leads off: “How women 
can save six hundred _ million 
pounds of metal by using Clopay 
shades.” 

The copy then describes how 
women can use the paper shades on 
old rollers, saving the metal used 


June 
searcity of 


in new rollers, and also the rollers 
to which regular shades are at- 
tached. Stress is also laid on the 


fact that Clopay shades use no vital 
war material, while other shades are 
made out of textiles which are 
scarce and in demand for military 
needs. , 

Counter and window displays 
furnished by syndicate _ stores, 
which are reported highly enthused 
over the idea, supplement the cam- 
paign. The syndicate stores have 
been the main outlet for Clopay 
shades, and like this new angle to 
help them sell their shades and save 
on their stock of rollers, which will 
be depleted in about six months. 

Present plans call for promotion 
only during June, unless needs 
indicate similar promotion during 
the remainder of summer. It will 
take about 30 days to move the 
dealers’ present stock and_ then 
results of the drive will be tabu- 
lated. Stockton, West, Burkhart is 
the agency. 


Moves Chicago Office 


Graphic Arts Corporation of To- 
ledo, O., has moved its Chicago of- 
fice to 201 N. Wells street. 


| 
Clopay Ads Feature | 


five- 


and how daytime sleep- | 


vertising men. 
weekly, exactly as written, 
direction” 


June 15. A new account in the 
house today put a spring in every 
step and a gleam in every eye. The 
anti-pellagra vitamin of the ad busi- 
This one especially so, because 
it has implications for the brave, 
new world which optimists again 
predict for the post-war period. Even 
an ad man has yearnings to play his 
part in that world, and to feel that 
he, too, has social significance. 


ness, 


June 16. Went through a copy of 
Life, testing each ad to see how 
many offered anything | was in the 
market for or would by any 
bility be interested in buying. 
only three, and those small ones in 
the back of the book. Makes the 
general run of low reading ratings 
by Starch ef al. understandable. But 
actual buying by only one-tenth of 
one per cent of a circulation will 
often make an ad profitable, as the 
records of direct copy will 
show. 


possi- 
Found 


sales 


June 17. A publication salesman 
who called on me _ today listened 
politely every time IL tried to explain 
why his proposition did not fit a 
client’s needs, But he never picked 
up or argued a single point I made. 
All he did was to keep reaching for 
more evidence of how his book had 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 
It will be presented in ADVERTISING AGE 


of any kind. 


without benefit of “editorial 


paid somebody else, and keep pound- 
ing that home. Not a bad method. 


June 18. Surprised at the number 
of people of my acquaintance, out- 
side the business, who have com- | 
mented on the change in the 8S. E. P 
Most did not seem to like it. AS near 
as 1 could make out, they felt the 
loss of the old personality and a not 
quite clear definition of a new one 
Probably that will evolve. 


June 19. Wrote a pattern piece of 
copy that pleased me and the client 
That still adds up as a day in which 
something real was accomplished. 
Why do so many of us who made 
our way in this business as copy 
writers quit writing? 


June 20. Visited with an old coun- 
try woman, over seventy, who praised 
the Lord and blessed his Name. For 
the first time in her life she has 
running water in her house. It's just 
a cold water spigot in her kitchen 
sink, with another outside for her 
flowers, but it means no more toting 
from the old well. Riches. 


June 21. Riding horseback along a 
country lane I saw wild roses i; 
bloom, against an old stone wall 
The expensive, improved varieties in 
my garden have lost something 
Sophistication always does, 


Armour Starts 
Radio, Newspaper 
Drive for Vegetole 


Chicago, June 25,.—Featuring a 
war bond contest and its Vegetole 
shortening in place of lard, Armour 
& Co. has launched a_ widespread 
campaign in the South. Centered 
around a jingle emphasizing the 
paper-packed shortening, one-min- 
ute spot announcements will be used 
today and tomorrow and July 9 and 
10 over 92 radio stations, and large- 


size newspaper advertisements are 
being carried in about 80 news- 
papers. 

The contest lists 142 war bond 
prizes, ranging down from a $1,000 
capital prize. The jingle reads: 


“Since Star Lard and shortening in 
tin 

Are gone till the Axis gives in— 
Vegetole I'll be buying, 
For all baking and frying. 

Accompanying the copy is an 
illustration of a tin of Armour’s 
Star lard shaking hands with a 
carton of Vegetole. The tin is in 
uniform and says: “So long, pal! 
I’m off to join our fighting forces.” 
Replies the Vegetole figure, capped 
with a chef's hat: “I'll take your 
place with the folks at home.” 

Vegetole’s self-measuring carton 
comes in for attention, and the 
entry blank, which must accompany 
the guarantee seal from a packet of 
the shortening, requires the name 
of the dealer from whom the short- 
ening was purchased. 

Lord & Thomas directs the ac- 
count. 


N. Y. Ad Club Promotes 
Civil Defense Enlisting 


More than 100,000 citizens of 
Greater New York have volun- 


teered for various forms of civilian 
defense activity during the height- 
ened recruiting drive centering 
around the recent Civilian Defense 
Week proclaimed by Mayor La- 
Guardia. 

Original idea for Civilian Defense 
Week and the entire promotional 
campaign for the event were de- 
veloped by the War Work Com- 
mittee of the Advertising Club of 
New York, headed by Francis Law- 
ton, Jr., president of General Busi- 
ness Films. Thorough merchandis- 
ing of the drive included newspaper 
space, transportation advertising. 
radio announcements and programs, 
window and elevator posters, a 
movie short, and the huge “New 
York at War” parade on Saturday, 
June 13. 


Costello te NBC 


Ned Costello, formerly with 
O’Mara & Ormsbee, New York, has 
joined the local and spot sales staff 
of National Broadcasting Company 
Mr. Costello succeeds Walter Scott 
who has been transferred to the 
network sales staff. 


| Western Candy Group 


| Washington, 


Hit by FTC Order 


Western Confectioners Associa- 
tion, San Francisco, and 18 mem- 
ber manufacturers located in Cali- 
fornia, Washington, Utah and Colo- 
rado, have been ordered by the 
Federal Trade Commission to cease 
and desist from entering into y 
agreement to establish or maintain 
uniform prices or discounts on their 
candy products. 

The order also 
of the group to 
concerted 


directs members 
discontinue any 
action or agreement to 
classify purchasers of their prod- 
ucts for the purpose of fixing or 
maintaining uniform discounts for 
buyers in certain classifications, and 
prohibits them from coercing or 
attempting to coerce manufacturers 
to maintain uniform or minimum 
prices fixed by the association. 


Opens Eastern Ad Office 

American Aviation Associates, 
D. C., has opened a 
New York advertising office at 1270 
Sixth avenue. O. R. Elofson will 
be the Eastern advertising repre- 
sentative at that office. 


The JOU pac {l. long ago decided | 
that wy it i over Luval County 
alone, it wo uld have the best ‘buy’ | 
for national advertisers. It is less | 
interested in state-wide coverage | 
Rut lacke } md Duzal look to 
ying ad- 
,1HIS 


THE JOURNAL for b 
‘ tuvadiertiser Ter 
arca does a whale of a jol 


market carefully sele 
Business and (jovernt 
basically a st 
POINT for large areas of 


lere is a 


eCAUNE it is 
FOCAL 

South 

The air is patterned by planes ft 
the U. S. Naval Air Training Stat 
located there and by Commer! 
planes which fly on frequent sche 
ules 


been built 
of well-} 


New shipyards have 
are employing thot 
workers 


isands 


Blanding is 
thus provid 


The Army's Camp 
south of the city 

large spending, which finds its w 
to all retail outlets Add to this, 2 
large and small industries, 
them engaged in war projects, a 
vou will get an idea of Jacksonvillt 


} 


payroll this summer. 


JACKSONVILLE 


FLORIDA 


RNAL 


JOU 
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Price Ceilings 
Set by OPA for 


Record Attendance 
Seen for NIAA 


Consumer Services Wartime Parley 


Washington, D. C., June 24. — All 


consumer services connected with 
commodities — ranging from organ 
tuning to show shining — were 


transferred by the Office of Price 
Administration today from the gen- 


eral freeze order and placed under | 


a separate ceiling with special pro- 
visions to meet the special price 
control problems involved. 

Two types of services are spe- 
cifically excluded from the new 
regulation, which takes effect July 
1 as originally announced. Virtu- 
ally every type of advertising serv- 
ice comes under one of these classes, 


Atlantic City, N. J., June 25.— 
The 20th annual conference of the 
National Industrial Advertisers As- 
sociation will be held here at the 
Hotel Traymore next week, June 
29-July 1. In tune with the times, 
frills have been eliminated from 
the meeting, and the industrial ad- 
men will concentrate on the war 


j}and what industrial advertising can 


do in helping to win it. 
A record attendance is expected, 
according to Edward J. Pechin, ad- 


vertising manager of the duPont 
|Plastics Division, and attendance 
promotion chairman for the con- 


that which is exempt from all OPA | 


regulation under express terms of 
the Price Control Act. Control over 
advertising rates, for example, was 
forbidden in the law and hence is 
not covered by the regulation. 
These “service exclusions” were 


formally defined by OPA today in a | 


separate order issued in conjunc- 
tion with the announcement 
separate ceiling for those services 
to be regulated after July 1. This 
formal list is made up of services 
which are excluded from either the 
general freeze order or the new 
consumer service regulation. 
Covers Million Businesses 

This list includes rates charged 
by advertising agencies, space and 
time rates for all media, publicity 
charges, fees for marketing and 
other types of research, and “rates 
and charges by persons engaged in 
the business of publishing, printing, 
typesetting, platemaking and bind- 
ing and rendering related services 
in connection with books, maga- 
zines, newspapers and periodicals.” 

The number of establishments 
covered by the consumer service 
order was estimated by OPA at 1,- 
000,000, doing an aggregate annual 
business of over $5,000,000,000. The 
definition of “consumer service”’ is 
“any service when sold to an ulti- 


of a| 


mate consumer other than an in-| 
dustrial or commercial user, 
whether sold directly or through 


any other person to such ultimate 
consumer, or integrated with further 
servicing sold to the person with 
whom such ultimate consumer con- 
tracts.” 


Rominger Named Pres. 


E. E. Rominger, vice-president of 
Bozell & Jacobs, Inc., has been 
elected president of the Advertising 
Association of Houston. He suc- 
ceeds W. R. Laughlin, Sears, Roe- 
buck & Co., who becomes ex-officio 
member of the board of directors. 
Other officers elected were Dale C. 


Rogers, Jr. and Mack R. Wetmore, | 


vice-presidents; and M. M. McCune, 
secretary-treasurer. 


Complete Coverage 
of New Jersey Market 
at Lowest Cost 


Let 3,000 Public Service 
buses carry your advertis- 
ing message to 375 New 
lersey municipalities. Dra- 
matic, colorful bus cards 
demanding attention will 
keep your name before the 
public. 


OUTSIDE POSTERS 24” x 54” 
STREAMLINED INSIDE CARDS 


PUBLIC SERVICE 


Bus Advertising 
ARK, N. J. MArket 2-7000 


A-89/2-D 


ference. In normal times over 800 
of the association’s 1,900 members 
have attended the meetings, and it 
is expected that the importance of 
NIAA's first wartime conference 
will bring many more. 


President's Representative Speaks 


Among the speakers who will ad- 
dress the three-day meet are John 
H. Morse, director of the Bureau of 
Economic Information, Bureau of 
Foreign and Domestic Commerce; 
First Lt. Richard P. Powell, who 
will speak on the War Department’s 


DIRECTORS AND OFFICERS OF NEW NIAA CHAPTER 


——- 


Leaders of the newly-formed Central Ohio Industrial Marketers, Columbus, latest 

unit of the NIAA, include (seated, left to right) J. X. Farrar, Jeffrety Co., official 

delegate to the NIAA convention, Atlantic City, June 29; Charles E. Brown, 

Denison Engineering Co., president; John Stover, John Stover Co.; Glenn C. 

Baker, Ruby Chemical Co., secretary; (standing) Gus K. Bowman, Byer & Bowman 

Advertising Agency; Gordon Root, Kinnear Mfg. Co., treasurer; and H. L. Young, 
American Zinc Oxide Co., vice-president. 


policy on advertising; Duncan Aik- 
man, Office of the Coordinator of 
Inter-American Affairs; Vernon H. 
Van Diver, manager of the adver- 
tising division of Union Carbide 
and Carbon Company; Thomas F., 
Joyce, vice-president of Radio Cor- 


poration of America; E. L. Andrew, 
vice-president of Fuller & Smith & 
Ross and selected as the Industrial 
Advertising Man of 1941 by the 
Copy Chasers of Industrial Market- 
ing; Earl Shaner, president of Pen- 
ton Publishing Company and presi- 


dent of the Associated Business 
Papers; Stanley Knisely, executive 
vice-president of Associated Busi- 
ness Papers; Charles G. Pyle, gen- 
eral sales manager, Hygrade light- 
ing division, Hygrade Sylvania Cor- 
poration; E. C. Prince, vice-presi- 
dent of General Electric Company; 
and Eugene Casey, executive assist- 
ant to President Roosevelt. 

An unusual feature of the pro- 
gram will be a forum discussion on 
“America at War” at the Tuesday 
luncheon session by the board of 
experts from Newsweek. The panel 
will include Publisher Malcolm 
Muir, Adm. William V. Pratt, U. S. 
N. retired, Maj. Gen. Stephen O. 
Fuqua, U. S. A. retired, Ernest K. 
Lindley, Raymond Moley and 
Ralph Robey. 


Travellers sen. Drive 


Dominion Commercial Travellers 
Association has appointed Cock- 
field, Brown & Co., Montreal, to 
prepare a newspaper campaign 
publicizing the function of the 
salesman in relation to wartime 


economy. 


Loundagin to ‘Newsweek’ 


Nick F. Loundagin, formerly with 
Simpson-Reilly, Ltd., Los Angeles, 
has been named manager of News- 
week's branch office’ in An- 


geles. 


Los 


.-.and its influence on "tireless’’ buyers 


No longer is it popular cr patriotic to “go buy-buy” in the car. Tires are 
irreplaceable and gas is restricted to essential driving. So the new trend, 
the practical trend, is to buy closer to home. That's what western Pennsyl- 


vanians are doing, and you can still reach them right where they live . 
through KDKA. 


KDKA's Primary Area is a vital circle, whose center is Pittsburgh, and whose 
periphery rings 60 towns of 10,000 population and up. More than ever, 
these towns are independent of the city. Retailers are doing a bang-up 


business, as “tireless” townspeople rediscover Main Street. 


Shoot for these humming little towns (as well as Pittsburgh) with KDKA’s 
powerful, penetrating 50,000 watts. Six million pairs of ears can hear and 
heed your message in this great steel and coal center served by one, 
influential Westinghouse station . 


~ 


. . KDKA. 


J} WESTINGHOUSE RADIO STATIONS Inc 


PITTSBURGH 
50,000 WATTS 


KDKA*es KYWe WBZ * WBZA * WOWO © WGL* REPRESENTED NATIONALLY BY NBC SPOT SALES 
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June 29, 1942 


Admen in the 
Armed Forces 


John F. Hunt, member of the 
advertising staff of the Newspaper 
Printing Corporation, and treasurer 
of the Nashville Banner, has been 
commissioned a lieutenant in the 
Naval Reserve and will report for 
temporary duty at Cambridge, 
Mass., July 1. 

Harold A. Rosenquist, advertising 
manager for the Hadley Company, 
Providence, R. I., and a former field 
artillery reserve officer, has _ re- 
ported for active duty as a lieuten- 
ant, with assignment to the public 
relations section of the First Corps 
Area, Boston. 

Malcolm D. Haven, formerly in 
the Chicago office of Harper’s Ba- 
zaar, has been commissioned a 
captain in the Army Air Forces. 

Sidney Borden, commercial artist 
and operator of Borden Studios, 
Chicago, will enter the Army Air 
Forces as an aviation cadet July 1. 

George Wasey, account executive 
with Erwin, Wasey & Co., New 
York, has been commissioned lieu- 
tenant, j.g., in the Navy. 

Douglas C. Lance, formerly on 
the sales staff of Gulf Publishing | | 
Company, New York, has received 
a lieutenant’s commission in the 


Wat happened 


when all 5 Pittsburgh 
radio stations carried 
the same program at 


the same time? 


| 
| 
| 


Perfect test 
apoves | 
WCAE popularity! 


All 5 Pittsburgh stations carried | 
the same government- 


approved program at 7 to |Academy. Mr. 
|was graduated from West Point in 


7:30 P.M. Saturdays, Feb. 21 
to May 9—a bullet-proof set- 
up for a popularity check. 

The HOOPER Continuing 
Measurement of Radio Listen- 
ing Report on that time period, 
December through April, 
shows these averages: 


(% of Listeners) 


WCAE 31.3 
Station B 26.6 
Station C 14.1 
Station D 9.4 
Station E 7.8 


Conclusive proof of WCAE's 
popularity. Same program— 
same time—all stations .. . 
and most Pittsburghers tuned 
to WCAE! 


a 
“or Rolle 


PITTSBURGH 
1250 KC + 5000 Wat's 
* * 


* 
MUTUAL BROADCASTING SYSTEM 
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| ham 
|received a commission as first lieu- 


Air Forces, 


director 
|pany, New York, 


ROOKIE AND VETERAN 
SD one ee 
_s 


G. Allen Reeder, advertising 
manager for Carstairs Bros. Distilling 
Co. and RAF pilot in World War |, 
congratulates Pvt. D. M. Daley, Jr., who 
is getting ready to do his bit in World 
War Il. Pvt. Daley in advertising life 
was account executive for Carstairs at 
| Lennen & Mitchell, and is now stationed 
at Fort Bragg, N. C. 


(right) 


Naval Reserve. His training station | 
will be Harvard University. 

Kenneth K. Burke, business man- 
ager of the Saratogian, 
Springs, N. Y., one of the Gannett 
newspapers, has been commissioned 

1 lieutenant, j. g., in the Naval Re- 
serve. 

Pilot Officer A. A. McDermott, 
formerly Montreal manager of 
H. N. Stouvin, radio representative, 
has been appointed radio liaison 
officer in the Directorate of Public 
Relations of the Royal Canadian 
Air Force, Ottawa. 

Warren H. Wilkes, account execu- 
tive with Tandy Advertising 
Agency, Ltd., Toronto, has joined 
the Royal Canadian Air Force as 
radio technician. 

William <A. Raynolds, Eastern 
United States manager of Consoli- 
dated Press Limited, Toronto, has 
been granted leave of absence to 
serve as a pilot officer with the 
Royal Canadian Air Force. The CP 
New York office will be maintained 
indefinitely. 

Clarence B. Hanson, Jr., assistant 


| advertising director of the Birming- 


News and Age-Heraid, has 


tenant in the United States Army 
and has reported for 
active duty at the officers training 
school at Miami Beach, Fia. 

E. B. Fitzpatrick, president of 
Station WHDL, Olean, N. Y., and 
general manager of the Olean 
Times-Herald, has returned. to 
lactive duty with the Army. He 
| reported to the U. S. Military Acad- 


jemy at West Point and has been 
jassigned to the staff of the 
Fitzpatrick, who 


1918, has the rank of major. 

Russell H. Moock has resigned as 
and merchandising 
A. Hathaway Com- 
to accept a com- 
mission as captain in the Army Air 
Forces. 

Paul Joseph Geden, formerly art 
director of William B. Nevin Com- 
| pany, Boston, has joined the Army 
| Air Forces and is stationed at Dow 
|Field, Bangor, Me. 
| Paul Oury, general manager of 
| Station WFCI, Pawtucket, R. I., has 
|resigned to serve as lieutenant in 
|the Navy. 

James M. Woodman, 
with Roche, Williams & Cunnyng- 
|ham, Chicago, has been commis- 
|sioned a lieutenant in the Naval 
Reserve, and is now at Quonset 
Point, R. I., for training. William 
|H. Fetridge of Roche, Williams & 
|Cunnyngham has received his Navy 
|commission as a _ lieutenant, and 
| will begin his training period at 


| advertising 
of W. 


formerly 


|Harvard University July 1. 
Dwight Spofford, advertising 
manager, The Duriron Company, 


| Dayton. O., has been ordered to 
active duty in the Army Air Forces, 
| Air Service Command, on July 2. 
| A. G. Russell, Jr., retail advertis- 
jing manager of The New Yorker, 
New York, has been granted a leave 
of absence to accept a commission 
as captain in the Army Air Forces. 
Robert Ogden has also been 
granted a leave of absence from the 
advertising department of The New 
Yorker, Chicago, to join the Army. 
Walter Wilds and Robert R. Egan 
have been granted leaves of absence 


Saratoga | 


This Week Magazine, 
\serve their country. Mr. Wilds has 
| been commissioned a lieutenant in 
'the Naval Air Forces and Mr. Egan, 
a first lieutenant in the Army Air 
Forces. Jesse C. Beesley, 
| tion department, has been granted a 
‘leave of absence to serve as first 
| lieutenant in the Army Air Forces. 

Harry F. Decker, advertising man- 
ager of Barron’s, has been granted 


| i ; 
from the advertising department of 
New York, to | 


promo- | 


leave of absence to join the Army | 


Air Forces as a first lieutenant. 


New Oil Paint 
Is Introduced by 
American-Marietta 


Chicago, June 25.— Cooperative | 


|advertising with dealers, business 
| Papers, direct mail and promotion 
‘in its own company publications 
| will be employed early next month 
to introduce a new paint product, 
| Valdura Singlekote, manufactured 
‘by the American - Marietta Com- 
| pany. 

The product was designed for 
/maintenance painting of industrial 
and commercial properties and its 
‘introduction now is considered 
“especially timely. Valdura Single- 
/kote may be applied easily with a 
|minimum of labor, a fact that will 
be emphasized now that painters, as 
well as others in more direct war 


production, are trying to make the 


|minutes count. 


Advertising of the new paint will 


be built around the theme that this 
“new economy paint sensation” 
covers all surfaces in one coat, in- 
cluding plaster, brick, concrete, 
wallboard, wall paper, casein or 
calsomine, and metal or wood. Val- 
dura Singlekote primes, seals 
finishes any interior surface in a 
single job, copy points out, and 
combines the hiding power of 
water-type paints with washability 
and durability of oil-type coatings. 
Packed in one-gallon cans, five-gal- 
lon pails and in drums, it is avail- 
able only in white but may be 
tinted with alkali - resistant colors. 
When mixed with a quart of tur- 
pentine or mineral spirits, the con- 
centrated product provides five 
quarts of paint. 
American - Marietta and its dis- 
tributors will promote Valdura 
Singlekote in newspapers on a 50- 
50 basis, starting July 6, using dail- 
ies throughout the country. Point- 
of-purchase dealer displays feature 
a large figure 1, enribboned with 
the words, Valdura Singlekote. Dis- 
tributors and salesmen are being 
informed about the new product by 


direct mail and through the 
monthly publication, “Valdura 
Views.” Space will also be em- 


ployed in business papers. 

Marvin E. Smith is advertising 
manager of the company, which 
places its copy direct. 


FCC Approves Sale of 
KTHS to Radio Broadcast 


Sale of KTHS, Little Rock, Ark., 
to Radio Broadcasting Corporation, 
Arkansas company headed by 
George D. Wray, Shreveport auto- 
mobile dealer, has been authorized 
by Federal Communications Com- 
mission. The station was formerly 
owned by the Hot Springs Chamber 
of Commerce. 

Officers of the new company are 
Mr. Wray, president, and Allen D. 
Morris, also a Shreveport auto 
dealer, vice-president. 


Columbia Increases 
1942-43 Ad Budget 


Following its national sales con- 
vention in New York, Columbia 
Pictures has decided to increase ad- 
vertising to the highest point in the 
company’s history. Major portion 
of the added appropriation will be 
spent in some 500 daily newspapers 
in 200 key cities. 

During the past season Columbia 
has used magazine space for eight 
pictures and newspaper drives for 
15 pictures. Weiss & Geller, New 
York, is the agency. 


Davis to Boat Company 


C. W. Davis, Montreal 
of Norris - Patterson Advertising 
Agency, has been appointed 
ager of Canadian Power 
poration, Montreal, 
tion. 


manager 


for the dura- 


and | 


man- | 
Boat Cor- 


PIPER STARTS NEW SERIES IN MAGAZINES 


PREE BHUK ON HOW TO FLY 
Sead today tear june cra plementary co mey Af Uwe ome y 4omunedeerntomd bok 
“You, Ton, Can Fly!” And, if yoo want, in addition, one a 
fulby dhests ated tult-onta Vigee cotalogs, cache (le tn Camps ce 6 
be pratage-baedting Pier Alroreft Corporetum Departament ore 
Lock Fecen, Prunsytrente, U8 A 


on rw . 
Ger oe civilian life in years ty come 


.--for Your Country 


z. -for Your Future! 


Take Your Instruction in the Plane 
in Which Most of the American Pilots 
of Today Earned Their Wings : .. the 


PIPER CUB TRAINER 


wxwca's future is in the oir-- immediately im the 
production 4 planes, pilots and mvhanes late 
the vast aviation industry # important to the nation’s 
ecomomy after virtory is attoumed 
Your future, too - im the Artwed Forces ot present or in 
might cll be founded ia 
% flight treining wow. The pilots who were yruterdey's 
coger students mastering the camtéobs of Piper Cob Tras 
ess are today fying for Demnxtacy um the farang betth- 
fronts of the world. To these meu whe fly and to you 
whe will learn to Oy «il gu the murecrons opportunites 


~ of an avintion industry thet will oe» definitely bad in 
e peace as it wom ip war. 

cua Learn to By tuday, lo serve your country and youre if 
fe | You can barn in the some eany-to-ily Piper Cubs om whieh 
7 mowt preseot-day pilots won thet wings, and on which 


thomseds of atroraft aod cugine mechanics served Usede 
governaw mt certifiontes. It's the plone YOU can fy NOW 
Sl whether you'r: sixteen of sixty —and it's the predecessor 

4 of tie Piper plane America will buy aod fly by the thew 
sends in the yeors to cuane. 

Look for the fomiliag yellow Piper Cob Tratores at 
your favorite sirport, Your Piper Cub Dealer will be 
dad to give you » flight demonstrstion avd tell you how 
you cop bee ane o pat now 


PIPER 


POINTS THE WAY TO 
WINGS FOR ALL AMERICA 


This is the initial advertisement of a series to appear on behalf of Piper Aircraft 
Corp., urging Americans to learn the aviation art for both war and peacetime use. 


Learn Flying 
Now, Piper Ad 


Series to Urge 


Lock Haven, Pa., June 17.—With 
an eye to both the current need for 
aviation personnel and a_ future 
peacetime era of air transportation, 
Piper Aircraft Corporation has in- 
stituted a new national advertising 
campaign urging Americans _ to 
learn to fly. 

A private citizen cannot buy an 
airplane these days without enter- 
ing the country’s services — and 
then only with permission—but the 
company decided the time was ripe 
for a drive in support of govern- 
ment-sponsored flight training, as 
well as for a message to prospec- 
tive pilots of post-war years. 

First copy in the series, a full 
page, appeared in the June 13 issue 
of The Saturday Evening Post. 
Subsequent copy, employing large 
space, will appear next month in 
Collier’s, Country Gentleman and 
Life, with the same theme of learn- 
ing to fly now to obey the call of 
patriotism and to prepare for the 
era of prosperity after the war. 

It is estimated that 70 per cent 
of those who learn to fly do so in 
Piper Cub trainers and copy advises 
others that the Piper plane is the 
one “you can fly now—whether 


you're 16 or 60—and it’s the prede- 
cessor of the Piper plane America 
will buy and fly by the thousands 
in the years to come.” 

Piper Cub dealers offer flight 
demonstrations and instructions on 
how to become a pilot, the adver- 
tisement continues. <A _ free book, 
“You, Too, Can Fly!” also is offered, 
and a dime will bring the reader an 
illustrated full-color catalog of the 
company’s aircraft. 

Hutchins Advertising Company, 
Rochester, handles the account. 


Iron Co. Names Agency 


Cummings, Brand & McPherson, 
Rockford, Ill, has been appointed 
to direct advertising for Illinois 
Iron and Bolt Company, Star Mfg. 
Company Division, Carpentersville, 
Ill., manufacturer of repair and re- 
placement parts for tilling and 
cultivating implements. The agency 


has handled the account of the 
Freeman Stoker Division, Illinois 
Iron and Bolt Company, Chicago, 


for the past three years. 


Ad Club Names Tuthill 


Advertising Club of New York 
has elected Daniel S. Tuthill, vice- 
president of National Concert and 
Artists Corporation, to fill the un- 
expired term of Allan T. Preyer as 


director. Mr. Preyer, executive 
vice-president of Vick Chemical 
Company, has been elected a vice- 


president of the club. 


NO RUBBER 


AAS STREETCAR & BUS ADVERTISING 
TODAY'S BEST BUY 


DRIDERSHIP ISUP | 
> READERSHIP Is UP — 


D RATES 


STILL Low 


ACT TODAY! 


_ MINNEAPOLIS « ST. PAUL. DULUTH - SUPERIOR 
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== 1942 ADVERTISING AGE 


Detroit Retailers ___ BOTTLE CAPS GO TO WAR IN THIS CURRENT BEER COPY Keep Schedules, 


NOW--THE BOTTLE CAP 


| [Hinois Executives 


Set Pace for War = eg === war 4A SW Tell Manufacturers 
. t sence see Se Geena pe ie Chicago, June 23.—Advertisin 
Bond Campaigns | pen TONED: Sa eaten: cum ne cat te See Be es 2 | has a war emergency job of er 


o Use of Caps Must Be Reduced ing easy-living Americans how to 


|, Se. 
THREATENED > ai |live in an all-out war nation and 
Three Dailies Restrict UNLESS PUBLIC % Be ee Mert Ber if Teac in DOLD it should be continued for the dura- 


COOPERATES an tion, the Illinois Manufacturers 
June 30-July | Issues Cerne bow 0 ge wes betes wa Se . BUMPER" | Association declared here last week. 


. cans, conestan eoomete ciprs ,oeee “Advertising built the people up 

to Bond Sales Drive aaa - to luxury life; it will now have to 

D J 25.—If sal let them down easily into the lean 
etroit, June 25.—If sales promo- 

tion will do the trick, war bonds 


etn life ahead,” the association said in 
SE a statement which followed a study 

nd savings stamps should sell Srcwsasiss of the public influence upon adver- 

like hot cakes here when the 

nation-wide “Retailers for Victory” 


tising and the effect of the war 
upon advertising and publishing. 
campaign is launched July 1. For The association urged manufac- 
thoroughness and  whole-hearted . turers and businessmen to continue 
support, the program of Detroit si cares fawn their advertising as an _ essential 
merchants rivals any cooperative —- 7 _ BALLANTINE ® 88 support of a free press and of free 
effort ever undertaken in this city, SREME SEERe -~--—-— enterprise. It outlined educational 
and perhaps anywhere. Outside advertising efforts supporting war- 
observers believe the Detroit plan time production and singled out 
may set a pattern for other cities. | tire companies for special commen- 
Highlight of the local drive is its — 
intensive advertising program. The The trend to larger beer bottles—variously called “Party Size,” “Victory,” :Bumper,” “Home™ 


D Pm 


ee eee ee cone he 


, dation in the rubber conservation 


and “Big Boy"—is emphasized | drive. 
full power of the press and radio by these newspaper advertisements. Acme Breweries is using both dailies and radio to promote its party size Acme. P. | a 
will be thrown behind the bond Ballantine & Sons, in the second ad from the ry eo ee oa at Hs 4 the Washington "ration" order to conserve metal Paul Kruming Joins 
selling effort on the opening day. y restricting use of bottle caps. ™ 
It is unlikely that any metropolitan ter-American Group 


newspaper has ever been published the ads and award certificates for | received the enthusiastic support of ond, to provide them with the} Paul R. Kruming, president, Na- 
completely devoid of merchandise | the most effective. A window trim|the Retail Merchants Association | material for making the campaign a | tional Export Advertising Service, 
display advertising, but Detroit’s contest is also part of the program.| and the daily newspapers. success. The plan employs the | t= oa a leave of absence to join 
three daily newspapers are sched-| Starting June 30 and running| Directing the “Retailers for Vic- technique of national merchan- be de — ‘Sit det tee ee 
uled to set that precedent next through at least part of July 1, all| tory” campaign in Michigan is disers. “Sales meetings” are held can Ele Porter Al range geese “divi. 
week. Not a line of local selling spot radio announcements are|Oscar Webber, vice-president and out in the territory. Newspaper | sion. : 
copy is expected to appear in the scheduled to use war bond copy in| general manager of the J. L. Hud- advertising, radio and panel post-| He succeeds J. J. Clarey, Jr., who 
Detroit News and the Detroit Times place of the usual commercial plugs.| son Company, who organized the ers are utilized along with the tom-| has returned to his former post as 
June 30, and in the Detroit Free Letters were sent out by all Detroit | state into six zones and set up four toms of the publicity men. The ¢XPort advertising manager of Bris- 
Press July 1. War bonds and sav-| stations requesting the cooperation | state committees to assist him. Mr. sales helps and promotional mate- tol-Myers Company. 
ings stamps will be the sole adver- of local clients. Managements! Webber has two full-time assist- rial would do credit to the adver- ————— 
tising bill-of-fare offered Detroit! anticipate 100 per cent response.| ants: George G. Whitney, formerly tising departments of the big auto- Flynn Co. Names Agency 
shoppers. The stations themselves are giving} Norge advertising manager, and mobile companies. Michael Flynn Mfg. Company, 
The three newspapers are not/a considerable proportion of their; William E. Hartman, retail mer- Two packages of promotional Philadelphia, has appointed William 
only refusing to take local selling sustaining time to the campaign | chandising counsellor. The goal of material have been made available, | Jenkins Agency, Philadelphia, to di- 
copy on the dates devoted to the! promotion. Local radio programs|the Michigan retailers’ drive for | consisting of lithographed posters | "€ct advertising for its metal win- 
opening of the bond drive, but are) wil] go patriotic for the day. July is the sale of $6,240,000 in war | in five colors, streamers, large Vic- dows. 
asking national advertisers to move Nate S. Shapero, president of} savings stamps and bonds, and for) tory “V’s”, counter di! clays, price | 
their insertion dates either forward Cunningham Drug Stores, Inc., is| the year ending May 1, 1943, the cards, shields, lapel | /ttons, chanse WMIAILING SERVICE 
or back to clear the decks for war the Wayne County chairman of the! quota is $48,000,000. cards, ete. For smaller stores, there | 
bonds and it appears that the “all-| “Retailers for Victory” campaign,| The Michigan plan is unique|is an economy kit, containing nine} 
out” goal will be reached. If suc-| and originated the idea of devoting | because it offers a “packaged pro- different items, that sells for 75 


cessful, the only advertising other| aj] display advertising in Detroit! gram” designed, first, to sell mer-|cents. And for the larger stores, Addressing —Mimeographing 
than that of war bonds and savings| newspapers for 


‘ ‘ one day to bond|chants on entering the bond and there is a standard kit that sells THE LETTER SHOP, Inc. 
stamps will be the theater direc-|and stamp sales. His suggestion! stamp selling campaign, and sec-|for $2.45. 960 G. Geantere 86. Wabash e088 
tory, classified and perhaps some 


small-space ads of national adver- 


tisers. x Ke 


Take Full Quotas 


< 
Cooperating wholeheartedly with 
the campaign, Detroit retailers are 
taking their full quotas of news- 
paper display space. Some _ are 


taking more than their usual quota, 
and a number of advertisers who 
normally do not run copy Tuesdays 


® ~ 
or Wednesdays are taking space in 
these issues. In fact, all three i | q ul t ry C 0 st ro mM Oo to 
dailies expect to run heavier papers 


on the bond drive date. 

No standard for either layout or 
copy has been adopted. Adver- 
tisers are free to use their own 
style of preparation or presentation, 
just so the message has punch and 
power, and holds to the central 
theme that “today’s best buy in 
any store is war bonds and stamps.” 
A committee appointed by the Ad- 
craft Club of Detroit is to judge 


Multigraphing — Filling-in 


.°) 


Sure, Baltimore's got a lot of money 
to spend! But some people know how 
to find ways to sell more at a lower 
cost...even in a boom town! One 
of the ways is WFBR... the radio 
station that Baltimore listens to. Write 
to WFBR, Baltimore, for rates or see 
John Blair & Company, National Repre- 
sentatives, New York, Chicago, Detroit, 
St. Louis, San Francisco, Los Angeles. 
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June 29, 1942 


OPA Condemns 
Price-Evading 
‘Package Deals’ 


Washington, D. C., June 23.— 
“Package deals” by which suppliers 
force retailers to buy unwanted 
merchandise in order to get other 
goods in short supply, with retail- 
ers in turn requiring their custom- 
ers to meet the same conditions, 
have drawn the official frown of 
the Office of Price Administration. 

Forcing an ultimate consumer to 
buy an electric toaster which he 
does not want in order to get the 
radio he does want, violation 
of the General Maximum Price 
Regulation, Price Administrator 
Leon Henderson warned. Distribu- 
tors and dealers indulging in the 
same practices are breaking 
the rules, he said. 

“Package deals’ are legal under 
certain conditions. Dealers may 
offer a merchandise-plus deal if the 
price is as low as, or lower than, 
the aggregate price of the items of 
the assortment, but in all cases in 
which products sold separately in 
the base month of March are now 
offered as a part of a deal, pur- 
chasers must have the right to buy 
separate items at the highest March 
price for such items. 

The warning was issued follow- 
ing an investigation by OPA reg- 
ional offices. It was found that in 
some localities, particularly in the 
New York area, the “package deal” 
method of evading price ceilings 
had been adopted. The practice 
was found to be particularly prev- 
alent in the radio field, with the re- 
sult that Mr. Henderson sent tele- 
grams of warning to 65 radio and 
phonograph makers, with the re- 
quest that they pass along the in- 
terpretation to their distributors 
and dealers. A _ similar telegram 
went to 44 electrical association and 
10 mercantile groups. 


is a 


also 


Publisher Names Mogul 


Austin Technical Institute, New 
York, publisher of home study 
courses on technical subjects, has 
named Emil Mogul Company, New 
York, its advertising agency. 


General Foods, Y & R 


Stipulate on Flour 

Claims made for Swans 
cake flour will be toned down by 
General Foods Corporation and 
Young and Rubicam, under terms 
of a stipulation agreed to by adver- 
tiser and agency with the Federal 
Trade Commission. 

General Foods and Y & R agreed 
to cease representing that Swans 
Down is preferred for cake baking 
to any other flour by “three times 
as many women,” or that three 
times as many home bakers use 
Swans Down as any other cake 
flour. The FTC stipulation requires 
that all-purpose flours be specifi- 
cally excluded from such compari- 
sons. 


International Salt 
Denies FTC Charges 


International Salt 
Scranton, has entered a_ general 
denial to charges of Robinson-Pat- 
man Act violations made 
Federal Trade 
amended complaint, and will fight 
the case. Two of 
are also respondents. 

FTC allegations of discriminatory 
payments to favored customers for 
furnishing advertising services 
were denied in the answer. While 
the salt firm admits granting dis- 
counts, it denies that its allowances 
are in violation of the law and 
charges that the act is unconstitu- 
tional if construed to prohibit the 
practices against which FTC has 
raised objections. 


Issues Book on Color 


A new 28-page book entitled, 
“The Value and Patriotic Use of 
Full Color,” has been offered to 
sales and advertising executives by 
Stecher-Traung Lithograph Corpo- 
ration, Rochester, N. Y. The book, 
which is lithographed in color, 
demonstrates how the buyer of 


advertising material can enjoy the 


advantages of full color and _ still 
conserve critical pigments used in 
some inks. 


Metropolitan Gets Two 


Metropolitan Advertising Com- 
pany, New York, has been ap- 
pointed to direct advertising for Su- 
perior Neon Products Company and 
Fibre Case & Novelty Company, 
New York. 
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high button shoes -- the 


kind Sadie a wore 
mother wore, Remember? 


Sure you do -~- but only 
faintly. 


nd so it is with your products. The memory 
of man is short. He can forget you just as easily 
as he has forgotten high button shoes. 
you give him a chance. DON’T LET HIM FORGET! 
KEEP YOUR NAME ALIVE - - ADVERTISE. 


bering than by consistantly using WHK. 


WHK 


CLEVELAND, OHIO 


Bodin to ta te cte Sn che te Poche tndtn ttn te to tote toda toda dind: 
Pate Pathe Pate Pathe Putte Pate Pinte, Pinte Paste Pintle Paste Pattee Pints Pinte Putte Pinte Paste Dns Pitts Pinstes Penstre 


we we 


FIG 


a 


“Rain” ~- the 


ind your 


That is, if 


Pa A Pe Pe Pe Pe Pte Pt Pte Pte Pte Pathe Pile Pate Pte Putte Pints Patt Punts Pao 


e 


A> Ar dia ch a a he hn h h hhh hh hhh hh ch hhh 


-minded Clevelanders 
to keep them remem- 
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Commission in an) 


its subsidiaries | 


Getting Personal 


Dr. R. C. Newton, v.p. in charge of research for Swift & Co., was 
elected president of the Institute of Food Technologists at the organi- 
zation’s recent annual meeting in Minneapolis. . . Allen K. Reasoner, 
Eastern ad mgr. for Sunset Magazine, has been granted leave of 
absence to serve as a field director with the American Red Cross for 
the duration. . . 

Stephen Halos, adv. mgr. of Industrial Medicine, has entered St. 
Luke’s Hospital, Chicago, for a spinal operation. Luther G. 
Andrews, head of Andrews Advertising, Lincoln, Neb., agency, has 
been named chairman of the Lincoln war industries music council. . . 

A paper that’s doing a swell job for the lonely watchers of the 
skies is the “Observation Post,” a bi-monthly publication issued for 


AD MEN AT EASE 


Four golf-playing v.p.'s of BBDO take time out during the agency's golf and 


tennis tournament at Pelham Country Club. Left to right are Dave Danforth; 

Leon Hansen of the Pittsburgh office, who won the tournament with a low gross 

score of 119 for 27 holes; Alex Osborn, who came through with an 83 for the 

day's best low net class A score for 18 holes; and George Gouge, who shot a 
low gross of 42 for the qualifying nine holes in the morning round. 


the Ground Observer's Corps under the First Fighter Command, New 
York. Full of incidents and anecdotes surrounding the spotters’ 
constant vigil, coupled with sound advice from Interceptor Command 
officers, the “Post” has won the commendation of Lt. Gen. H. H. 
Arnold, commanding general of the Army Air Forces. . . 

A testimonial dinner marking the retirement of J. Fred Carpenter, 
of the Graphic Arts Engraving Company, Philadelphia, after 50 years 
in the printing and engraving business, was held recently at the 
Hamilton Club in Lancaster, Pa. Mr. Carpenter has served the Arm- 
strong Cork Company account since 1904, and present at the dinner 
were M. J. Warnock, Armstrong’s dir. of adv., and W. Frank Moore, 
BBDO account exec. on the Armstrong account. Mr. Carpenter will 
make his future home in Miami. . . 

The third daughter of Don Benner, adv. service mgr. of Fortune, 
made a dramatic entrance into this hectic world just as the “all- 
clear” sounded after a test alert in Greenwich, Conn. The new 
arrival, unabashed by her noisy reception, has been christened Linda 
Harriet. 

The big city seems to have lost its appeal for Charles F. Gannon, 
v.p. and pub. dir. of Arthur Kudner, Inc., who has just bought him- 
self a new eight-room house located in Scarsdale at 10 Franklin 
road. . . Sam Fuson, another Kudner v.p., is off to a well-earned rest 
at his farm in Stockton, N. J., after serving as director of informa- 
tion for the Greater N. Y. War Bond Pledge Campaign... 

Sherman K. Ellis, pres. of Sherman K. Ellis & Co., is even busier 
than usual these days, having accepted chairmanship of the adver- 
tising, publishing and graphic arts comm. of United China Relief. 
The committee is pledged to raise $75,000 as its share of the $1,750,- 
000 being sought in Greater New York... 

A one-man exhibit of photographs, comprising 32 scenes of Haiti 
snapped by Albert Greenfield, ad mgr. of Raygram Corp., has been 
opened to the public at Brooklyn Museum. . . 

Terry E. Pickwick, ad director for Sears, Roebuck & Co. in Oneonta, 
N. Y., has married Eileen Sullivan of the Albany Knickerbocker 
News classified ad dept. Following a honeymoon in New York, the 
young couple is now “at home” at 22 Maple Ave., Albany. . . 

Ruth Stuart, secretary to Wayne Hunt, vice-pres. and gen. mgr. of 
Knox Reeves Advertising, Minneapolis, currently tops the list of 
Northwest candidates for the Women’s Army Auxiliary Corps officers’ 
school. She scored 141 out of a possible 150 in the multiple choice 


test .. . Lewis M. Rice, editor of the Daily Times, Union, S. C., has 
been named secretary-treasurer of the Union Merchants’ Associa- 
tion. . 


If Hollywood's forthcoming film, ‘Take a Letter, Darling,” is some- 
what closer to the real McCoy than most pictures with an advertising 
background, Young & Rubicam’s Chester LaRoche should get a share 
in the credit. His sister-in-law, Rosalind Russell, has the starring 
role and sought technical advice from him so as to give a convincing 
performance as a high-powered agency executive. Prospects for a 
true-to-life setting still appear remote, however, since the story in- 
volves the hiring by the female agency chief of a male secretary— 
to handle the jealous wives of her clients. . . 

W. S. Shipley, chrmn. of the board of York Ice Machinery Corp., 
was honored by an invitation to be a member of the honorary advis- 
ory committee at the dedication last week of Northwestern Univers- 
ity’s new technological institute. . . J. A. Danner, for almost 27 years 
with Standard Oil’s industrial sales force in Chicago, has retired under 
the company’s pension plan. . . 

Stemar Displays Co., Chicago, sent out a nice salute to retiring 
partner Harry Marsh. Signed by partner Henry Jay Stephens, the 
letter depicted the activities Mr. Marsh will now enjoy: sun bathing, 
gardening, fishing, loafing. “Harry will shortly leave for a beautiful 
orchard estate he has acquired at Tryon, N. C.,” the letter said, and 
promised that the company “will continue to maintain the same high 
quality of service.” . . 


Rule Catalogs 
Okay for Price 
Posting by Stores 


Washington, D. C., June 23.—Of 
| fering relief to druggists and othe 
‘retailers stocking a large assort 
ment of items, the Office of Pri 
Administration ruled this week th: ; 
the price-posting requirement 
which takes effect July 1 may 
met through use of catalogs or sin - 
ilar printed merchandise lists su 
|plied by manufacturers, wholes: 
ers or trade associations. 

Stores carrying thousands of dj - 
ferent items now under price reg 
lation through the general fre« 
order have been perplexed by t 
staggering task of compiling li 
giving the top price at which ea: 
product was sold in March. Printe4 
lists furnished to retailers by thx 
/suppliers are expected to help sole 


the problem, although retail 

must make sure that such li-ts 
quote prices actually charged in 
March. If a catalog price does not 


|coincide with that actually charged 
by a retailer in March, the listing 
may be stricken out and a new 
entry made. . 
| OPA does not provide forms 
either for the list embracing al] 
products under price control, or for 
the restricted list of prices on cost- 
of-living items. The former all-in- 
clusive list need not be submitted 
to any OPA office but must be 
available for examination by any 
customer after July 1. The cost-of- 
living list must be submitted to the 
nearest War Price and Ratio: 
Board, also by the July 1 deadline 
OPA also sought to correct an 
erroneous impression held by some 
retailers that a complete new in- 
ventory would be required in order 
to get up the all-inclusive list. The 
agency pointed out that the only 
requirement is to list every product 
covered by the regulation, properly 


identify each by manufacturer's 
name, brand, size, etc., and show 
the ceiling price. Quantities in stock 
need not be shown and _ hence 


complete inventory is not required 


Lee to Langhammer 

Lee Mfg. Company, Shreveport, 
La., has appointed Joe H. Lang- 
hammer and Associates, Shreveport, 


to direct advertising for the Lee 
company and its subsidiary, Red- 
White-Blue Garment Mfg. Com- 
pany. Lee Mfg. Company makes 


uniforms for the armed forces. 


McGarvey Advanced 


Ralph C. Coxhead Vari - Type 
|Corporation, New York, has ap- 
pointed Samuel McGarvey as ad- 
| vertising and sales promotion man- 
ager. Mr. McGarvey joined the 
company in 1939. 


fl A 


M4 


T HOUSANDS of chief engineers 
and other men who buy for poweT 
plants are working late at night to 
meet a wartime power demand. 
Last year they purchased one and 
three-quarter billion dollars worth 
of power equipment and supp!i«> 
This year it will be even more. 
Much more... . If you sell some 


thing they need, the place to g'v* 
them a chance to buy it is throve 

the pages of their favorite plot 
operation and maintenance paper 


abe 
~ ENGINEERING 


| 53 W. JACKSON BLVD., CHICAGO 


| POWER PLANT ,,, 
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ADVERTISING AGE 


For reference data on these 
media consult the 


MARKET DATA BOOK: 


! Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHEBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 


WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
, WPEN, Philadelphia, Pa. 


WPTF, Raleigh, N. C. 


WSYR, Svracuse, N. Y. 
WTAG, Worcester, Mass. 

‘ WTRY, Troy, N. Y. 

e 
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Look it up in the 
Market Data Book! 


Here’s What 
Brown-Forman 
Distillers 
Thinks About 


The Market Data Book! 


The advertising and marketing problems of the dis- 
tilling industry are even more difficult and varied than 
those of the typical advertiser—because of the great 
number of competitive brands and price ranges, aggres- 
sive competition and the necessity for backing up na- 
tional promotion with hard hitting local advertising 
and display materials. That is why 
the Market Data Book is at the 
right hand of most of the success- 
ful merchandisers in’ this im- 
portant advertising classification. 

Take the Brown-Forman Distill- 
ers Corporation, for instance. 
Here's a great company, located in 
the traditional center of the dis- 
tilling industry, Louisville. Ky., 
and operating five subsidiaries, 
each with its own brands. With 
Old Forester, Early Times, Old 
Forman and many other trade 
names famous to pre-prohibition 
days to promote, the company has 
plenty of places to use the half- 
million dollar advertising appro- 
priation indicated by Standard Ad- 
vertising Register. 

So it is not remarkable that R. 
W. Moorhead, Jr., advertising manager of this leading 
company, declares that the Market Data Book is a big 
help in enabling him to decide not only where to ad- 
vertise, but also how much to spend in each market. 

“The Market Data Book,” he adds, “is invaluable in 
determining the amount of advertising to be spent in a 
given market. The analysis by towns and cities is most 
helpful. Naturally I am particularly interested in the 
liquor sales figures, but all figures help to formulate 
a trend.” 

Brown-Forman is just one of the thousands of adver- 
tising offices where the Consumer Markets Edition of the 
Market Data Book for 1942 is doing a job in enabling 
advertising appropriations to be scientifically allocated 
in accordance with the buying power of individual 
markets. And while the liquor distiller may have more 


special problems to solve than the average merchandiser. 


R. W. MOORHEAD, Jr. 


these are days when no user of advertising funds can 
afford to shoot without knowing all about the market 
goal at which he is aiming. 

Because the Market Data Book is complete, with 
official, authentic figures on all indices of consumer 
buying power, broken down by counties, cities, states, 
regions and the nation, it is the 
logical place to go for facts and 
figures which will help to make ad- 
vertising expenditures more effec- 
tive. 

Here’s another important fea- 
ture which makes this book, rated 
as “standard equipment” by na- 
tional advertisers and their agen- 
cies, so useful. Media representa- 
tion consists not of “ads”, but of 
factual reference data, giving the 
user an opportunity to study avail- 
able advertising coverage of the 
markets which are described in 
the accompanying text. 

Copy filed by media in the Mar- 
ket Data Book is based on speci- 
fications set up by advertisers and 
agency executives, who told us ex- 
actly what they want to know 
when they are studying markets 
and media, Hence media information filed in the Mar- 
ket Data Book is not like current promotion, but repre- 
sents brasstacks information on circulation, market 
coverage, editorial and merchandising services, adver- 
tising results stories, comparative costs and other data 
the busy executive wants to have when he is fitting ad- 
vertising media to a definite marketing program. 


The Market Data Book is a proven time-saver for the 
national advertiser and his agency—combining in one 
standard reference work all the information which 
otherwise could be obtained only by referring to a 
dozen or more sources. Make sure that all those who 
have to study markets and media in your organization 
are thoroughly familiar with the tremendous time-sav- 
ing value of the Market Data Book. It’s standard equip- 
ment in the busy office which has to work with facts 
and figures. 


THE MARKET DATA BOOK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 


Garfield Bldg. Russ Bldg. 
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PAA Told Need of 
Post-War Research, 
Free Enterprise 


(Continued from Page 1) 


year the total sale was $5,389,349,- 
000, and the total sale of stamps | 
was 217,500,000 a month.” 

Mr. Powel said that when the 
sale of stamps and bonds dropped in 
April, the Treasury Department 
turned to advertising for help and 
that advertising told the Department 
it needed a quota to work toward 
each month, so for May a quota of 
$6,000,000 was set, $8,000,000 for 
June, and a billion a month for 
July and the duration. 

Further evidence of how “all-out” 
advertising is helping win the war 
was shown by Mr. Powel in describ- 
ing the 10 per cent plan book, the 
payroll savings promotion, as “a 
triumph to advertising.” “As a re- 


sult of this program we now have 
a tremendous payroll savings cam- 
paign in full swing. 
started a snowball rolling. Some of | 


|L. Heaton, Williams, 
You have! 


the best ideas we have received have | 


been born here, and copied else- 
where. 


“You Are ... Heroes” 


“You have acted as volunteers, 
you are the same as our war heroes, 
the same as members of the Selec- 
tive Service boards. 
of helping to win the war against 
ruthless enemies you have taught 
30,000,000 customers what we are 
doing. I thank all of you for the 
sacred responsibility which you so 
nobly accepted and which you so 
magnificently are carrying on.” 

How advertising is working to 
preserve free enterprise was aired 
by a panel of speakers which in- 
cluded Wheaton H. Brewer, Pacific 


BABY MARKET BOOMING! 
a 


T00! 


For information write 424 Madison Ave., WY. Cc. 
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To Will or 
not to Should? 


YOU SHOULD! 


Sometime, one of our men is 
going to unlimber the time- 
honored: “give us a trial” — 
when there's really no need 
for it! 


“Trying” Advance engrav- 
ings is something a lot of local- 
ly and nationally known ad 
men have done FOR you— 
proved we DO deliver the fin- 
est type of craftsmanship—and 
on schedule. 


So we modestly suggest, if 

clean, precision-made line, half- 
tone or process jobs intrigue 
you, that we've a service worth 
adopting on its RECORD. And 
if you're thinking: “To will or 
not to should?” let us prescribe 
an Advance representative to- 
day. Not to sell you but to tell 
you how you can profit from 
old experience with modern 
equipment! 
P.S. There’s even a guarantee 
that says you must be THOR- 
OUGHLY pleased—from pick- 
up to invoice! 


ADVANCE 


) ENGRAVING COMPANY 


— * 
Harrison 3440 - CHICAGO 


A COMPLETE Photo-Engraving Service 


on — 


AT PAA PARLEY 


Discussing phases of the Pacific Adver- 
tising Association convention in session 
at Paradise Inn, Rainier National Park, 
are, left to right, R. T. Harris, R. T. 
Harris Advertising Agency, and Ed J. 
Broman, KSL, both of Salt Lake City; 
and Charles W. Collier, managing direc- 
tor of the PAA. 


Rural Press, San Francisco; Maurice 
Lawrence & 
Cresmer, Los Angeles; Charles W. 
Collier, managing director of PAA; 
and three members of the Portland 


| Advertising Federation, Arlyn Cole, 


In this process | 


Mac Wilkins & Cole; Alan Rine- 


hart, deputy director of the Oregon | 
war bond and stamp program; and | 
Kelmar LeMaster, The Oregonian, | 


coordinator of the Multnomah 
County war bond and stamp cam- 
paign. 

How the farmer is helped by ad- 
vertising was outlined by Mr. 
Brewer, who classed the farmer asa 


|member of the largest single group 


in America today, and one of the 
most important, since he has been 
given the task of producing food for 
war. Advertising is helping the 
farmer because he cannot window- 
shop every day for new ideas, ma- 
terials and equipment, and he looks 
to advertising to keep him informed. 
Mr. Brewer termed the farmer the 
most advertising-minded person in 
the community, one who depends 
upon advertising to guide him in 
his work. 
Describes Educator Cooperation 


Maurice Heaton told the conven- 
tion how teachers and businessmen 
cooperated in planning a sound pro- 


gram of consumer study in Los 
Angeles, and how, through the 
means of a large meeting with 
teachers of consumer’ education, 


both groups found they were human 
beings working for a living. He 
described plans for a consumer con- 
ference, a three-year project de- 
signed to keep consumers informed 
right up to the minute. Teacher op- 
position to advertising is being over- 
come by guiding curricula, rather 
than trying to remove objectionable 
material from the schools, he said. 
He urged advertisers to cultivate 
the educators. 

The story behind the war bond 
plan was presented to the conven- 
tion by the Portland ad club mem- 
bers. Mr. Cole summed it up in 
“three days to plan, and no money 
to spend.” The pledge card cam- 
paign now is followed by the Treas- 
ury Department throughout the na- 
tion, having been originated in Ore- 
gon. This campaign was successful 
because of the rigid control the club 
held over the promotion, the atti- 
tude of labor, the use of 200 top 
salesmen from a group of under- 
writers, and because it was soundly 
organized as an advertising cam- 
paign by professional advertising 


| people, he said. 


Sketches Program Progress 
How the Pacific Advertising As- 


sociation has progressed with its 
three-year Advancement of Busi- 
ness Program was described by 


Charles W. Collier, managing direc- 
tor of the association. Purpose of 
the program is to spread information 
on advertising and how effective it 
is in maintaining free expression, 
free enterprise and free speech. The 
association is following a five-point 
program: 1. Win the war: 2. The 
Pacific Coast is not an armed camp 
—our markets are sound and we 
have a job to do; 3. Free enterprise 
must be maintained: 4. Advertising 
can help business: 5. Plan for a 
sound post-war economy by main- 
taining free enterprise. 


Methods of getting information to | 


‘clubs and subscribers of the prog- | 


ress and importance of the advance- | 


ment program was outlined by Mr. 

Collier, who said that the association | 
is using weekly bulletins; ads in 

more than 200 newspapers; outdoor; | 
|radio; car cards; publicity; shopping | 
| news; college papers; farm papers | 
|and magazines; and studies by clubs. | 
| “Advertising,” Mr. Collier said, | 
“has put on a uniform. We’re all | 
‘out to win the war. We are anxious | 
to know how more effectively West- 


ern advertising can click so that | 


| there will be no doubt in the minds 
|of the public about advertising. 
| We’re going to keep our economy 
sound.” 

How advertising is helping 
America to win the war was the 
|subject of one of the interesting 
“brass tacks” panel discussions. Nor- | 
man Strouse, J. Walter Thompson | 
|Company, San Francisco, told the 
| delegates that “those who are versed 
'in the act of persuasion can find 
a place in the winning-the-war | 
| program.” Robinson Murray, staff | 
executive, American Association of | 
Advertising Agencies, brought to | 
the convention the story of the Ad- 
_vertising Council and its work. The 
| war is too young to say, Mr. Murray 
declared, that advertising is “going 
|all-out” to win this war, or that 
| it has begun to utilize even a tithe 
|of its dormant powers. 

Slow to Use Power 

“Such a force as organized ad- | 
vertising can become does not spring | 
to its full stature over night. 
have only started to glimpse its po- 
tentialities in the war effort, even 
in the light of the splendid contri- 
butions being made by advertising 
| groups all over the country. 
| “The subject of this talk 


really 


should not be ‘How Advertising is | 


helping to Win the War.’ It seems 
to me too complacent; too smug; it 
smacks of a satisfaction with accom- 
plishment which I know none of us 
really feel. I would rather re- 
|phrase it to capture the intent of 
| the title; make it suggest the unat- 
tained goal. I would rather say, 
‘How we can use advertising more 


fully to help win the war,’ and then | 


I would add, ‘if we will.” Adver- 
ising is no. self-operating entity. 
It is we who must create it by our 


effort, and it can be of war service | 
only so far as we expend ourselves 


to the limit of our resources in the 
making of it.” 

The mission of advertising is 
service, Mr. Murray stated. But the 
mission, he further pointed out, car- 
ries both inspiration and a warning 
“It is saying to advertising, ‘If you 
would survive, you must serve.’ ” 

An activity of the Seattle Adver- 
tising Club, “America’s pledge for 
Victory,” was presented by Russell 
Young, Seattle Post - Intelligencer, 
who said that the campaign helped 
“to soften the public for acceptance 
of future programs and an aware- 
ness of our effort to help win the 
war.” He suggested that advertis- 
ing conquer complacency’ and 
lethargy and that clubs can car- 
toon the 
right out of town. 


Explain OPA View 

What the government expects of 
business and asks of the consumer 
was described by two 
Henry B. Owen, state director, Of- 
fice of Price Administration, state 
of Washington, and Dr. James K. 
Hall, price authority, Office of Price 
Administration, state of Washington. 
Mr. Owen said the OPA was deter- 
mined that the cost of the war shall 
not be’ further increased by infla- 
tion. Pressure will be greater on 
j}both government and business as 
the days proceed, and it will be a 


fight for survival, not profit, he 
said. Dr. Hall said that advertising 
and can point out to America the 


possibilities of the post-war period, 
through new products, distribution 
and an improved standard of living 
Advertisers can aid business by 
posting ceiling prices to show co- 
operation in preventing higher 
prices. Said Dr. Hall, “Advertising 
must make changes, but the govern- 
ment and the public are certain that 
you will find your part in using your 
facilities to the best advantage in 
winning the war.” 

The opposite side was presented 
by W. E. Difford, managing director 
of the Dougla: Fir Plywood Asso- 
ciation, Taco‘1a, who devoted his 


We | 


“I am too busy” person | 


speakers, | 


A PAA WELCOME, 


| 


| 
| 
| 


| 
| 


AND WAR COPY 


Claire Drew Forbes, vice-president at large of the Pacific Advertising Association 

listens as Mayor Harry P. Cain of Tacoma, Wash., welcomes delegates at the 

39th annual convention at Rainier National Park. To the right are Don Belding 

Lord & Thomas, president of PAA, and Paul Sceva, general manager of Rainie: 
National Park Co. 


Left, Norman Strouse, J. Walter Thompson Co., San Francisco, chairman for the 


panel on “How Advertising Is Helping 


America Win the War", and Robinson 


Murray, staff executive of the Four A's. 


This trio played an important part in the pledge campaign for the Treasury De- 
partment's war bond and stamp campaign which originated in Oregon. Left to 
right, Alan Rinehart, deputy director for the state program; Kelmar LeMaster 
Portland Oregonian, coordinator for Multnomah County's war bond and stamp 
campaign; and Arlyn Cole, Mac Wilkins & Cole, president of the Portland 


Advertising 


Federation. 


time to “What the business man 
asks of the government.” As the 
result of NRA, bank holidays, labor 
‘laws, and contracts, business men 
found themselves on the defensive, 
'Mr. Difford said, in tracing indus- 
trial development, “and we are still 


on the defensive—and the public 
doesn’t think we are much of a 
guy.” 


“Business men are not objecting 
to what is going on in Washington 
that will win the war. But, we are 
thinking about government manage- 
ment and wondering if we will ever 
go back to the country of free en- 
terprise.”” He insisted that business 
hasn't objected to government man- 
agement, but “we think that the 
OPA, in some parts, is far removed 
from business, its practices and 
methods used. 

“Business doesn’t think that win- 
ning the war is taking capital out 
of our pockets to pay labor an in- 
crease in wages. We want to win 
the war and we will do everything 
to win it, but after the war we want 
our boys to have the opportunity of 
starting any kind of business thev 
want to. We want free enterprise.” 

Tuesday, June 23, was designated 
as “After the War Day,” with Dr. 
N. H. Engle, director of the Bureau 


of Business Research, University of 
Washington, as chairman. The 
morning panel was built around the 
theme, “Research—the hope of the 
| future.” 

“Business research and the gov- 
ernment,” was the subject of the 
talk by Ray Reeves, regional busi- 
ness consultant for the U. S. Depart- 
ment of Commerce, San Francisco 
“TIT doubt if there ever were a time 
when government could with more 
vigor and sincerity urge private 
business to do sound research rk 
for the future,” he said. “While it 
is true that today we have only one 
job to do . . . win the war, and our 
every effort must be bent towards 
that goal; nevertheless, we are f ght- 
ing to preserve our way of life. and 
we must make sure that when the 
war is over, we will be able t 
maintain our way of life. It seems 


(oly Tal ADVERTISING LINEAGE 


Ist Half 1941 Total 30,844 Lines 


Ist Half 1942 Total 40,337 Lines 


GAIN 30.2% 


For information write 424 Madison Ave W.Y.C 
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as though advertising men have) 
such a bad case of the jitters that 
they fall all apart whenever anyone | 
criticizes any detail about advertis- | 
ing. .. Why act as though adver- 
tising were some special hound dog | 
singled out for a whipping?” 

Mr. Reeves said that there will be | 
a real challenge to the research 
mind when this war is over, and 
that it will be impossible to do 
without product research and re- 
launch the old 1940 model. He 
urged advertising to take advantage 
of “the finest basis market research 
information available anywhere,” 
provided by the department. 

(Mr. Reeves’ speech is reported 
n greater detail elsewhere in this 
issue.) : 

Importance of research in busi- 
ness was stressed by F. P. Collins, 
sales manager, Boeing Ajrcraft 
Company, who told the convention 
of numerous ways in which Boeing | 
was using research. A happy by-| 
product of the war, he declared, is | 
the knowledge that there will be | 
numerous new products available 
after the war, products which now | 
are being used in the war effort. 
More and more the pages of adver- 
tising journals are carrying the re- 
ports from the best research labora- 
tories in the country, Mr. Collins | 
asserted. 


“Must Squelch Monopolies” 


Sam Moment, economist for the | 
market development division of 
Bonneville Power Administration, | 
traced the development of hydro- 
electric power in the Northwest. | 
He likened his department and ad- | 
vertising in that they had a com-| 
mon interest in free enterprise. “We 
can’t ignore the restraints on free 
enterprise,’ Mr. Moment declared. | 
“Rationing and material shortage 
threaten the life of many industries. 


Monopolistic tendencies must be 
squelched ... we need continued 
control, research and the mutual 


advantage of advertising and public 
power. Tomorrow public power 
and advertising should be bosom 
pals.” 

J. F. Spease, Northwest regional 
engineer, General Electric Company, | 
unfolded a lengthy and comprehen- 
sive picture of what his company | 
is planning for the future while | 
producing for victory. He showed | 
there were means available for 
building a post-war economy and 
how his company was applying the | 
yardstick of post-war planning to 
its own business. Their plan has 
been worked out by a special plan- 
ning committee and calls for action 
in “Year V plus 2”—two years after | 
the peace is won. He urged a con- 
tinuance of the good-neighbor pol- 
icy, full employment, maintenance 
of a high standard of living and a 
budget of national production. Gen- 


ia 


REACH NEW AND EXPECTANT 
MOTHERS IN TWELVE MONTHS 


For information write 424 Madison Ave. W.Y.C 
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WEST COAST SPEAKERS 


a4 


Having important spots on the “How 
Advertising Is Working to Preserve Free 
Enterprise’ program at the 39th annual 
Pacific Advertising Association conven- 
tion are, left to right, Walter W. R. 


May, Portland General Electric Co.; 

Maurice L. Heaton, Williams, Lawrence 

& Cresmer, Los Angeles, and Wheaton 

H. Brewer, Pacific Rural Press, San 
Francisco. 


eral Electric will account for one 
per cent of national production, but 
in post-war planning “we cannot do 
the job alone.” 

Tuesday afternoon the convention 
turned to another panel, “The out- 
look for Pacific Basin trade,” with 
Dr. Howard H. Preston, dean, col- 
lege of economics and _ business, 
University of Washington, as chair- 
man. On the panel were Dr. Yiseng 
Kiang, Chinese consul; Dr. A. W. 
Currie, professor of economics, 
University of British Columbia, and 
Dr. Macy M. Skinner, professor of 
foreign trade, University of Wash- 
ington. 

“Post-War Trade With China” 
was aired by Dr. Kiang, who said 
that China can have immense pro- 
duction power with the aid of the 
United States. He showed how new 
territories and industrial centers 
had been opened up in China, 
through new roads and spreading 
out of population, and contacts with 
modern science. Promotion of inter- 


national trade is the cornerstone 
of peace for China, he declared. 
China’s trade can be’ improved 


through development of transporta- 
tion and utility system; moderniza- 
tion of agriculture, with 85,000,000 
acres waiting development; develop- 
ment of industry, and increasing the 
living standard of the Chinese to 
enable them to purchase foreign 
products. 
Economic relations with South 
was discussed by Dr. 
Skinner, who advocated a recog- 
nition of sympathetic approach to 
problems of South America. He 
pointed out that there was an in- 
creasing progress in the South 
American economic improvement. 
He traced the progress of consump- 


|tion of domestic supplies, the num- 


ber of new industries that have 
been started in our neighboring na- 
tion. Coordination of inter-Ameri- 
can affairs has provided South 
America with all adequate supplies. 
Dr. Skinner urged the establish- 
ment of non-competitive products 
in the United States, a new treaty 


| 

| with reduced duties on products 
|cut off by the war for both North 
‘and South America, and reciprocal 
treaties with all republics. 


| Canadian Outlook Gloomy 


Regarding the outlook for Cana- 
| dian-American trade, Dr. A. W. 
| Currie, University of British Colum- 
|bia, was not over-optimistic. Can- 
ada, he said, faces substantially 
| the same post-war problem on a 
ismall scale as does the United 
| States, for British investments in 
| Canada have also been largely liqui- 
|dated and her power to purchase 


- Private Lines 


When Secretary Morgenthau 
made his recent statement about 
advertising before the House ways 
and means committee, the National 
Association of Manufacturers, in its 
builetin to members, interpreted his 
statement in very pessimistic vein. 


|But comments from members sug- 


|Canadian goods correspondingly re- | Nl 
|and says that the statement “dispels 
|any apprehension which advertisers 


| duced. 

“The pathway of post-war inter- 
national trade is going to be rough. 
It can be made smoother if tariffs 
could be reduced. I am not too 
optimistic that this can be done. 
Perhaps they can reduce them if 
there is a condition of great and 
|lasting prosperity which will lead 
you to believe that you can afford 
to accept more goods from abroad 
without sacrificing prosperity at 
home. I do not know. Frankly, I 
am pessimistic about international 
trade after the war.” 

Summarizing the day, Dr. N. H. 
Engle, University of Washington, 
said in his opinion the speakers 
showed general agreement that we 
need research for post-war prosper- 
ity. “The world, even if we win 
the war, will not be simple. It 
won't be the good old days, so turn 
now to getting ready for post-war 
days.” 

Wednesday was “Advertising in 
Action” day at convention and the 
morning sessions were built around 
the theme of “Planning Sound Ad- 
vertising to Help Business in Its 
War Effort.’’ Chairman of the morn- 
ing panel was Warren E. Kraft, 
vice-president, Erwin, Wasey & Co., 
Seattle. “How Is the War Impact 
Changing Advertising Appeals and 
Techniques?” and “What Is_ the 
Public Attitude Toward War-Flav- 
ored Ads?” was discussed by Rob- 
inson Murray, Claire Drew Forbes, 
Rhodes, Seattle, and panel chair- 
man; Wade Maplethorpe, Long- 
beach Press Telegram Sun; Kim- 
ball Jack, Washington Water Power 
Company, and Tracy Moore, sales 
manager, Blue Network, Los An- 
geles. Speakers concluded that re- 
tailers should take customers into 
their confidence and that public at- 
titude toward war ads is favorable 
as long as copy is positive and an 
aid to consumer. 

The effect of transportation 
changes on media _ selection was 
aired by an impressive panel of 
speakers, Carl Eastman, N. W. Ayer 
& Son, San Francisco; H. J. Quil- 
lam, manager, KIRO, Seattle; Wil- 
liam F. Fielder, Fielder - Sorenson 
& Davis, San Francisco; Howard 
Willoughby, Foster & Kleiser, San 
Francisco; Frank S. Baker, pub- 
lisher, Tacoma News Tribune; Fred 
Kease, Crocker Union Company, 


gested a re-examination of the Mor- 
genthau statement, with the result 
that last week’s NAM bulletin reap- 
praises the Secretary’s comments 


might have regarding deduction of 


such expenditures from taxes.” 


i a. 


Raymond Rubicam’s new _ job 
with the War Manpower Commis- 
sion is not as far removed from 
advertising as was suggested by the 
original announcement that he was 
to be “director of informatier.” 
That title usually means “chief 
press agent” but Manpower Chair- 
man Paul V. McNutt has” since 


|corrected the record by revealing 


that Mr. Rubicam is his “special 
assistant.” That the agencyman’s 


jadvertising talents are to be util- 


San Francisco and Shepard Spink, | 


advertising manager, Time. While 
itransportation has been changed, 
the speakers said that their media 
would keep alive because they 


offered opportunities for advertisers 


despite war restrictions. 

The final panel discussion was 
star-studded and devoted to “What 
Do the General Economic Factors 
and Trends Hold for Advertising?” 
on this panel were C. E. Hooper, 
C. E. Hooper, Inc., New York; Wil- 
liam B. Club, Los Angeles Down- 
town Shopping News; Harford 
Powell, War Savings Staff, Treas- 
jury Department; Don Belding, PAA 
|president and executive vice-presi- 
dent of Lord and Thomas; Mayor 
Harry P. Cain, Tacoma, and Law- 
rence W. Lane, president, Lane 
Publishing Company, San Francisco. 


Minot to Root Store 


Wayland Minot, formerly adver- 
tising manager of New England 
Yachtsman, has been named adver- 
tising manager of the Root Store, 
unit of Mercantile Stores, Terre 
Haute, Ind. 


Hynd Joins Kellogg 

June Hynd, formerly assistant 
director of women’s activities of the 
National Broadcasting Company, 
has joined Kellogg Service, New 
York, as vice-president in charge 
of promotion. 


ized has been shown by Mr. 
McNutt’s declaration that man- 
power mobilization will take 


form of persuasion, at least until it 
is proven that voluntary methods 
won't get the desired results. 
Rubicam, an old friend of his new 
boss, is a WOC in Washington par- 


lance, meaning that he is serving 
without compensation. 
+ * 

The Senate patents committee 


expects to devote about a fortnight 
more to spanking Standard Oil 
Company of New Jersey for its in- 
ternational synthetic rubber con- 
nections, after which Sterling Prod- 
ucts will be the next industrial 
giant led to the whipping post. 
Sterling has numerous friends at 
court in Washington, as was dem- 
onstrated last year when the Jus- 
tice Department agreed to a rela- 
tively easy consent decree, but they 
probably won’t suffice to head off 
the Senate group. One of these 


the | 


Mr. | 


Washington friends is Tommy Cor- 
coran, former fair-haired boy of the 
New Deal, who is now out of the 
government but still very busy in 
Washington, Tommy was hired to 
help negotiate a settlement with 
Justice and may play a part in the 
new investigation. His brother, 
Davis, jis a vice-president of Sterl- 
ing International. 
* ~ * 


Writing of* the obituary of the 
| Office of Facts and Figures, now 
submerged in the new Office of War 
Information, followed soon after 
‘the New York Sun made this per- 
tinent comment: “The Office of 
Facts and Figures, though only 
/seven months old, has brought its 
_ payroll up to the level of $600,000 
ja year. Its figures seem to have 
| gotten ahead of its facts.” 

| 


OEM Issues War 


Agencies Handbook 

| Office for Emergency Manage- 
/ment has issued an “OEM Hand- 
| book” describing the functions and 
| organization of the war agencies 
within OEM. In the 72-page book- 
let personnel is listed in most cases 
down to the branch level. Included 
are organization charts of WPB and 
the Bureau of Industry Branches of 
WPB Division of Industry Opera- 
tions, as well as a chart showing 
the relationship of the various fed- 
|}eral war agencies. 


Copies of the booklet may be 
obtained from Room 1501, New 
Social Security building, or from 


the Superintendent of 
Washington, D. C. 


Documents, 


O-Cedar Corporation, Chicago, 
has placed its account with Aubrey, 
Moore & Wallace, Chicago. 


reaby Tale cincuiarion 


35% Expectant Mothers 
35% Mothers at home with Babies 


30% Hospital Confined Mothers 


For information write 424 Madison Ave. W.Y.C 
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SIGNS OF TOMORROW 


—ARE BEING FASHIONED TODAY! 


Many new processes and 


the intensive research and 


scarcity for some time to 


forgotten that Artkraft* 


Although Artkraft* facilities are now entirely devoted 
to the production of war materials, we will, when the 
peace is won and as soon as it is practical to do so, 
return to the manufacture of signs that have gained 
a reputation of being the finest. 


the laboratories, mills and factories as a result of 


done in the interest of winning a permanent peace 
for humanity. Mindful of our position in the sign 
field as the world's largest manufacturer of all types 
of signs, Artkraft* engineers are constantly studying 
these new developments so that we may again as- 
sume leadership in our industry. 


Good dealers have been lost by thousands (business 
casualties of the war period)... . there will be a 


helped America's leading merchandisers to build 
stable distributing organizations in the past we will 
help them again. Yes! They can again look to us 
for the signs which will be so vitally necessary in the 
rebuilding of dealer organizations. They will not have 


crease sales 14.6°/, and that national advertising can 
be made five times as effective through their use. 


materials will come out of 


experimentation now being 


come. But just as we have 


proved that signs will in- 


Hasten the return of peace by buying bonds 


GENERAL OFFICES: 900 E. 


“TRADEMARKS REG. U.S. PAT. OFF. 


signs ° and stamps today. 

LONG a 
LIFE 

| —by ARTKRAFT* SIGN COMPANY 


KIBBY ST., LIMA, OHIO, U. S. A. 
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ADVERTISING AGE 


June 29, 1942 


Commerce Dept. 
in Frank Bid for 
Admen’s Support 


(Continued from Page 1) 


ness consultant of the U. S. De-| 
partment of Commerce. 

In stressing the solid backing the 
Department is according advertis- 
ing as an essential business force 
for the present and the future, Mr. 
Reeves, former research director in 
J. Walter Thompson Company’s 
San Francisco office, added his 
vigorous message to a series of like 
pronouncements made by other 
Commerce spokesmen during recent 
months. 


Derides Confidential Report 


Deriding “confidential” reports 
that “advertising will soon be 
stretched out on a slab in some 
mortuary,’ Mr. Reeves predicted 
that the need for utilizing unprece- 
dented production capacity when 
peace returns will cause the prob- 
lem of distribution to stand out in 
bold relief. 

Despite the fact that advertising 
and sound research will be in great 
demand during that period, he went 
on, “advertising men have such a 
bad case of jitters that they fall 
apart whenever anyone criticizes 
any detail about advertising, ques- 
tions the maintenance of any of its 
functions during this crisis, or men- 
tions that some of it may have to 
die during the war. 

“A lot of businesses will die 
during the war, so will a lot of 
government jobs, so will a lot of 
soldiers, sailors and marines. As 
far as I know, there isn’t anything 
except courage and honor that 
might not have to be changed or 
killed off in order to win. 


Promotion No Luxury 


“Does that in any way affect the 
inherent basic soundness of adver- 
tising? Not at all. Don’t you know 
that advertising is not some luxuri- 
ous champagne for business to 
indulge in when it is flush with 
money? Instead, advertising exists 
because it is the most economical 
way to stimulate the mass sale of 
goods that we have ever devised. 
Economic justification for advertis- 
ing? What is it except the justifi- 
cation that exists for anyone or 
anything that can do a better job 
more efficiently and more. eco- 
nomically?” 


Mr. Reeves took issue with 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


|tans should properly be weeded 


advertising people who “look the | 
other way whenever some one men- 
tions reform.” Quacks and charla- 


out, he asserted. As to the ten-| 
dency of many advertising practi- | 
tioners to “get on the defensive” as | 


Lawrence Lane to 
Head PAA in ‘42-43; 
Club Awards Given 


Rainier National Park, Wash., 


/soon as social reform is mentioned, | June 25.—Lawrence W. Lane, presi- 
’ ; : 


he observed: “Isn’t there a deep-|qent of Lane Publishing Company, 


rooted knowledge in your hearts|San Francisco, will succeed Don 


that the greatest force for social ‘Belding of Lord & Thomas as presi- 
improvement the world has ever | dent of the Pacific Advertising As- 
seen has been business itself?” sociation. Vice-president is Marion 
The post-war outlook for sound | Nelson, president, Gillham Adver- 
advertising is “very bright,” Mr. |tising Agency, Salt Lake City. Sec- 
Reeves insisted, “because advertis-|ypetary-treasurer is Carl Eastman, 
ing can do a job that will urgently | vice-president, N. W. Ayer & Son, 
need doing. That job is a big one|/san Francisco; vice-president at 
and must be based on sound re-|jarge is Ruth Callhan, advertising 
search. The task is too big to rely | manager, Parent-Teacher Magazine 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” an° 


“Representatives Available,” 30 cents a line, minimum charge $1. 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 8 in 
$4.75 per inch. , 


Term 


POSITIONS WANTED 


on hopes and guesses alone. 


“Demand Must Be Stimulated” 


“I know that some advertisers 
will continue to run their business | 
on ‘inspiration’ or ‘mother-in-law’ 
surveys, and some will find success 
that way. I believe that what suc- 
cess is achieved by hit-or-miss 
methods will be due to the fact 
that advertising is a form of sales- 
manship, and a salesman can some- 
times sell goods without carefully 
studying his market, or planning his 
efforts. Likewise, some advertisers | 
whose idea of sound research is to | 
ask the opinion of 25 people and | 
tabulate the results sometimes sell 
goods. 
“However, at the end of this) 
war, we are going to be faced with | 
a prodigious task that will require | 
our best.” 

When peace returns, Mr. Reeves 
pointed out, “our factories can pro- | 
duce goods only if there is a de-| 
mand for them. Now I know that | 
some folks glibly talk of demand | 
as if it were an automatic creature 
lurking somewhere. As far as I 
have been able to observe that isn’t 
true. In a mass production econ- | 
omy such as ours, demand has to} 
be stimulated. 

“I think one of the reasons we 
are going to need sound advertising | 
and sound research in abundance | 
after the war is that it just isn’t | 
true that the world will beat down 
your doors to buy goods if you can 
make a worthy article.” 

Mr. Reeves warned against any 
attempt to dispense with product 
research and re-launch old models, 
old packages or old advertising. 


Urges End of Fear 


In recalling repeated statements 
by Department of Commerce offi- 
cials acknowledging the place of | 
advertising in the American econ- 
omy, Mr. Reeves suggested that 
“advertising men quit shadow-box- | 
ing and frightening themselves.” 

He wound up his dissertation by 
propounding two questions: 

“First, why in the name of com- 
mon sense shouldn’t you recognize 
that you have someone battling for 
you within the ranks of govern- 
ment? Second, do you want us to 
quit? If not, support us!” 


MEMORIALIZE S. L. DIXON | 
Rainier National Park, Wash., 
June 25. — The PAA convention 
unanimously passed a_ resolution 
memorializing achievements and 
contributions to the cause of advei 


Md tising by Sydney Lawrence Dixon, 
NBC, Los Angeles, who passed 
‘away suddenly in his room during 
| 


e Direct Mail Advertising 
e Created and Produced 
e Dealer Help Campaigns 


© Automobile Owner Lists 


e Rated Consumer Lists 
© Addressing and Imprinting 
eContest Judging 
ePremium Mailings 
eSampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 


350 E. 22nd St. Chicago, Ill. 
305 E. 45th St. New York City 
727 Venice Bivd., Los Angeles, Cal. 


the convention. 


He was formerly 
|Pacific Coast commercial manager 
for NBC, and was recently assigned 
= spot announcements. 


Heads “Winder News’ 

Glenn Pendergrass, employed by 
| the paper for the past 18 years, has 
been appointed general manager of 
the News, Winder, Ga. He suc- 
ceeds Capt. Henry O. Smith, its 
publisher, now on duty with the 
| Army. 


Jasper, Lynch Appointed 


; ¢ _ REPRESENTATIVE AVAILABLE | 
of California; and Jerry Crollard, | Will add one trade or technical paper 
Sunset Outdoor Advertising Com-| to my limited a ate! Mid-West 
: sit é agencies Vell, omm. 
pany, Seattle, was named in charge | pox 3718, ADVERTISING AGE, Chgo. 
4 =) . ri . ft ——_—— — ~- — —- — 
of junior members activities. HELP WANTED 
Los Angeles Juniors won the Fos- | WANTED SIGN AND DISPLAY MEN 
ter & Kleiser trophy for junior at-|—Can_ offer are territory on 
r . _ ve commission AS1S or landiing o 
tendance. Claire Drew Forbes, ad- highly diversified line of silkscreen 
vertising manager, Rhodes, Seattle, processed signs and displays in glass, 
i coer . |} wood, métal, cardboard, plastic and 
and vice-president at large for PAA| composition board. Prefer those able 
was announced winner of one of 9 make own drawings and sketches. 
the Josephine Snapp awards, voted | *"''* ju ra-products Mfz. Co. 
nation’s second most outstanding | Canton, Ohio 
woman in advertising. 
: . , Assistant to editor for proof reading, 
Winners of awards: 3-minute | pe-writing, make-up, and other gen- 
speaking contest: first, Ruth Marie | es —are = In first letter 
ech =p > PCa | State age, education, experience, and 
Carr, San Francisco; second, Aud-| salary expected to start. Excellent 
rey Ransom, San Francisco; third, | opportunity for right party. Chicago | 
r . » irm. | 
etty Purcell, Los Angeles. Box 3721, ADVERTISING AGE, Chgo. 
Club Accomplishment, senior |= ace a 
group 1, (less than 40 members) ADVERTISING SALESMAN 
Portland Women’s Club; group 2, 8 yeors experience trade paper space 
. ‘ ‘ — college graduate — draft exempt — 
41 to ‘74 members), Vancouver expert photographer—forceful public 
Advertising and Sales Bureau; | speaker. 
group 3, (75 or more members), Box 3717, ADVERTISING AGE, Chgo. 


Unusual young woman with trad 
jrnl., radio, newspaper, retail sto: 
exp.; edit., adv. copy, sales promotic 
merchandising, selling, office wor 
background. Seeks position as ss 
ass't to exec. Univ. educ. 

Box 3720, ADVERTISING AGE, Che 


HOUSE ORGAN EDITOR 
AVAILABLE 


At present Advertising & Sales Pro- 
motion manager of drug and c« 
metic house. Previous experience (0 
years editor of large house organ. 
willing now to make a change for 
editor’s job on large industrial ho 
magazine. Successful record, Will 
locate anywhere opportunity cals, 
To get in touch with this alert - 
pable, well educated woman, writ« 


Box 3716, ADVERTISING AGE, N.\ 


ART DIRECTOR 
Creative. 15 years agency experi¢ 
National accounts, Knows prod 
tion. Married, 38 years old. 
SEEKS CONNECTION 
Salary or free lance basis. 
Box 3719, ADVERTISING AGE, N.Y < 


Los Angeles Men’s Club. Junior: | 


Laos Angeles junior Men Los An- Advertising Makes Business Papers 


attle Advertising and Sales Club; to Victory—Strotz 


juniors, (special Seattle Junior | 
Rainier National Park, Wash., | 


ss | 
Los Angeles Advertising Men. Ad- |} 7 7 7 
vancement of Business: seniors, Se- | Vital Contribution 
| 


Club Award) San Francisco Junior 
Departmental. Publicity books,|June 24.—Advertising is making 
senior Group 1, (less than 40) |just as vital a contribution to vic- 
Portland Advertising Women. (tory as the armed forces and the 
Group 2, (41 to 74) Vancouver Ad- | factories, declared Sidney N. Strotz, 
vertising and Sales Bureau. Group | vice-president, National Broadcast- 
3, (75 or over) Los Angeles Adver-|ing Company, in addressing the 
tising Men. Junior: First, Los/39th annual Pacific Advertising 
Angeles Junior Men; second, Los| Association convention here today. 
Angeles Junior Women. “There will be no slackers in the 

——_ | advertising business in World War 
II if we put as much intelligently 


Airlines Launch directed energy into our day-by- 
: day jobs as the leaders o 

1942 Ad Campaign nel Son by ai gg Gos 

in 6 Magazines 


contributions to winning this war 
jwill be just as important, as 
New York, June 26.—Despite dras- | there’s no room for quitters in the 
tic wartime curtailment in domestic | front lines—or the rear lines,” he 
airline operations, the Air Transport | 4sserted. 
Association will continue advertis-| Mr. Strotz advised advertising to 
ing during its coming fiscal year. continue as usual to fill its vital 
First copy of the new year’s cam- | function of speeding actual physical 
aign appears in the current issue of |transfer of goods from advertiser 
Collier’s and Newsweek with the to consumer, and told the advertis- 
headline “THIS is our job... .” ex- | ing profession not to feel selfish by 
plaining aviation’s triple responsi- | 80ing all-out in advertising to sell. 
bility in wartime—as a carrier for |“The American public,” he con- 


Score Gains for 
Month, Half Year 


Chicago, June 25. — Business 
paper advertising for the first half 
of 1942 gained 5.1 per cent over the 
comparable period of last year, 
according to reports of 118 publica- 
tions tabulated this week by Indus- 
trial Marketing. June issues this 
year were 5.3 per cent ahead of the 
same month of 1941. 

Industrial papers accounted for 
the generally improved showing, 
with 88 publications in this field 
reporting June issues up a total of 
10 per cent and advertising for the 
six-month period up 9.7 per cent. 

Business in the trade or dealer 
papers continued to lose ground, 
with 18 papers reporting 19.8 per 
cent less volume for June, and 15.7 
per cent less for the first six months 
of 1942 as compared with last year. 
Twelve papers in the class group 
|were 10.4 per cent below the June, 
1941, level and down 8.03 per cent 
for the six-month period. 


Eade to Jones Frankel 


‘the armed forces, as a_ training | tinued, “is not averse to continued 
agency for the air forces, and as a | advertising during this war, as long 


carrier for industry engaged in the | as that advertising performs a con- 
war effort. \structive task. Even Thurman 
Later advertisements will be | Arnold, Leon Henderson and Don- 
| scheduled in Collier’s, Cosmopoli- ald Montgomery . . . whose views 
\tan, Life, The Saturday Evening |°" advertising are most often criti- 
'Post and business papers. Erwin |cized within our own house 
| Wasey & Co., is the agency. | were asked if they believed in con- 
snaeiatanatas \tinued advertising during this war 
,and each came out with an affirm- 


“Country Gentleman’ 


| \ ative answer. 
Price U ; | “Stress the patriotic theme to the 
‘ pped by Curtis thilt, but add a good dash of enlight- 

a il pf ogee Company -~ ened self-interest. Let us pre-sell 

increase 1e single copy price o ‘me id , sd 

Country Gentleman from five to 10 | today s public _— tomorrow Ss prod- 
cents, effective with the July issue.|UCts- We are fighting for freedom 
Yearly subscription rate has been|0f the press and radio, and freedom 
| advanced from 25 to 75 cents, with|of private enterprise. Media can 
a two-year rate of one dollar. |keep going as private entities dur- 

cere ee ing this war only through continued 
Hazard to Chicago | advertising. 

Super Market Merchandising on Si S 
appointed Henry A. Hazard, for-| S]j ampaign tarts 
merly New York representative of | P Cc . 
the publication, to the Chicago terri-| Industrial Undergarment 


Cor- | 


Jones Frankel Company, Chicago, 
| has been appointed to direct adver- 
|tising for G. W. Eade Company, 
Aurora, Ill., manufacturer of 
Colonial Silver Seal dress lines. 


Collins, Miller & Hutchings 


Photo-engravers in Chicago 


Jasper, Lynch 


York, has been appointed by Gen- an — eo 
eral Loose Leaf Binder Company, mete ma who has gone into 


New York, to direct advertising for 
Swing-O-Ring binders and photo- 
_ raph albums. 


‘Bankers Cancel Meeting 


American Bankers 


Bolen Joins R&R 


Murray Bolen, who for the pas 


problems. | Hollywood. 


& Fishel. New | tory. with offices at 332 S. Michigan | Poration, Poughkeepsie, N. Y., has | 


the | Insured slips and blouses. 


three years has handled production | : s 

Association | of the Jack Benny show for Young >mith Joins Burnett 
has cancelled its annual convention! & Rubicam, has resigned to super-| 
scheduled for Sept. 27-30 in Detroit| vise production of Ruthrauff &/|Campbell-Mithun, Minneapolis, has | 
because of wartime transportation| Ryan radio shows originating in| joined Leo Burnett Company, Chi- 


begun a campaign for Stardust Life- | 
Seven- 
| teen national magazines and seven | 
| women’s magazines will be used. | 
|Norman D. Waters & Associates, 
New York, is the agency. 


t | 
Owen B. Smith, formerly with | 


Franklin 5854 


| cago, as a food account executive. 


207 North Michigan Avenve 


maa A - 


a > |= & 


a. a a a a 


Freoeomsd RA uo 


= 


Fi ae 7 rg rab Pe! = ee : B i Te a Tig: Spas - pa Serpe ma ate, Mina:” Lae ce iat joe : ® i os y * , “ | BO a0 a 
iw : e f ‘ che P ss ‘ : d ; : ee aS J a Py ee : ue hv ty is Bs D ~ = als me 
Ret a Ne es ha , = 5 =i ¢ ae, . BR ga eae ae , 4 Ps - ’ =" cig Nee ad ie B. See OAS 2 af i : irra re : ae a a, te : i os 
a = a | 
et. lee en nse Re 
ao ie ee . 
~ e «@ 
SS: ee Se.) Clr 
h  — — ——— — — — 
——— — SS  S-J]yYv<— 
Ne 
-s Claes ; 
nd é he m" ee } 
: ; i 
eration. — = 
: po 
se aac ‘ 
ie? 
dio al . i 
= > vat e 
t 
l 
PO S 6s 
' 7 
ae i t 
a a 
y t 
Saag es b 
. 3 r 
ve ; / 
™ F es 7 
ee % 
" ; ae j 
ae. t 
a a Re, - Cc 
éxk Pe ; 
oe t 
fat a 
eae 
: ee 
ae s 
a. , 
are es 
aA la : 
ag ia } 
set ae : 
ee ir 
| ; | ee 
ts 
ee 
Pp. , f 
| 
a 
ea ee “ ) 
at 
Voge ’ 
ee ' 
a 
' é 
ec —— 
ee _ a 
Pie 
>. me 
if aed : ; ; ee % es 
< ites fst oh OEE oe £5 Bits, OMe ta ee Ee ct lk i a. eee ee ‘ ae) Rae fe ae: oe a, gan ie A fs oa © erat. eg eT RS pe RE en 4 ee § 
Sg oe tS ae te ee are Mae 6 ee i eh en Roe ah eee Ree” SS ee Pet yi oie ts S.. eras 3 epee ee eee 0, oe Tene” ae Qa” ae bg Paes Scheer polo: 
rice J Pel Fie Shee. WS AE Tana EA pa ek Oe Se OP ea ere ea 2 ipl” ae RhoA Oe rhage Oy ah Ti alt Bis i eC: a a. es ica) i aia eee Oa 


sn. oe 


June 29, 1942 


ADVERTISING 


WOMEN'S ADCLUB 


AFA Dedicates Self 
to Promoting All-Out 
Victory Effort 


(Continued from Page 2) 


eet 


lirector of advertising and public 
elations of the Aluminum Com- 
vany of America, shared the plat- 
orm with Mrs. Pennoyer at the 
uncheon sponsored by the Adver- 
ising Women of New York. 

After reporting Bonwit Teller’s 
consumer surveys, conducted in a 
eries of “Town Meetings,” Mrs. 
Pennoyer concluded that retail 
tore advertising must be “the bul- 
letin board that posts the notices 
of what’s coming in wartime every- 
day life.” The retailer’s job, she 
emphasized, is “To clarify, simplify, 
explain and dramatize the way the 
government wants things done 
today. Informative daily store ad- 


OFFICIALS GATHER 


In this group of officers of women's advertising clubs, taken at the AFA conven- 
tion, are, left to right: Alberta Stutesman, Massachusetts Mutual Life Insurance 
Co., president of the Detroit club; Mrs. 
Bulletin, president of the Minneapolis club; Edna Kierstead, Providence president; 
Martha Ross Temple, WFBR, Baltimore president; Gladys R. Scott, Minnesota 
Journal of Education, past president of the Minneapolis club; Irmgard A. Stude, 
Safe Deposit & Trust Co., retiring president of the Baltimore club; Karen Fladoes, 
Peoples Gas Light & Coke Co., president of the Chicago club; and Mrs. Barbara 
Daly Anderson, Parents’ Magazine, president of the New York club. 


E. Earl Bell, Minneapolis Women's Club 


vertising in the newspapers is no 
frill to be killed lightly. It is the} the panel emphatically insisted 
customer’s news front.” |that there is no paper shortage, and 

as m that any legitimate use of paper in 

Buy Tomorrow Today advertising or promotion should not 

Mr. Carr summarized a recent | be curtailed. 

study of public reactions to adver-| Asked whether a manufacturer 
tising made by the Association of | of drugs who now makes both large 
National Advertisers, which re-|and small packages and whose pro- 


vealed that consumers are inter- | duction is to be curtailed should | 


ested in advertising that reports|concentrate on one or the other 
industry’s contribution to the war/|size, Mr. Howard gave his opinion 
effort and advertising that informs|that the manufacturer should con- 
them of the means of adapting their | centrate on the small size, so as to 


1941 Snapp Award 
to Mrs. Anderson 
for Consumer Work 


New York, June 23.— Barbara 
Daly Anderson, director of Parents’ 


eau, has received the 1941 Jose- 
phine Snapp Award, presented by 
the Women’s Advertising Club of 


Magazine’s Consumer Service Bur-| 


lives to the war economy. 

He urged national advertisers to 
sell the public to “Buy Tomorrow 
Today,” to save government securi- 
ties to buy the goods they will want 
after the war, thus damming infla- 
tion and building up a backlog of 


readjustment. (Reported fully 
ADVERTISING AGE, June 15.) 


Mr. Dewey summarized advertis- | critical. 
ing’s contributions to the USO cam- | 
paign which he heads, and termed|be considered 
of free} Cunningham 


. the only means yet|thought it would depend entirely 
devised for producing the necessary |upon the product being sampled, 


the industry 
enterprise . . 


“the voice 


revenue to support a free press and 
a free radio.” 

An “added attraction” on the pro- 
gram Tuesday was the 


of Loose-Wiles Biscuit Company 
was toastmaster, and which fea- 
tured a panel of experts from the 
editorial staff of Newsweek, who 
answered questions from the audi- 
ence on current affairs. Malcolm 
Muir, publisher of Newsweek, pre- 
sided over the panel, which in- 
cluded Raymond Moley, Ernest K. 
Lindley, Admiral W. V. Pratt, 
Major General Stephen O. Fuqua 
and John Lardner. 

One of the most interesting ses- 
sions of the convention was the 
quiz program at today’s closing 
luncheon, at which questions deal- 
ing with advertising were answered 
by John P. Cunningham, vice- 
president, Newell- Emmett Com- 
pany; William H. Howard, execu- 
tive vice-president, R. H. Macy & 
Co.; Thomas H. Young, advertising 
Manager, United States Rubber 
Company; and James E. Weber, 
advertising manager, Armour & Co. 
Lowell Thomas acted as the quiz 
mMasier, 

One of the first questions dealt 
with the alleged paper shortage and 


| 


buying power to finance post-war|tunity to emphasize most emphati- | 
in|cally that a rubber shortage not | 


“round | reason why other sampling opera- 
table dinner,” at which Gene Flack | tions cannot continue. 


Chicago to the 
“woman who 
makes “the most 
outstanding con- 
tribution to ad- 
vertising during 
the year.” 

Mrs. Anderson 
received the 
award from May 
Plaunt, retiring 
president of the 
Chicago club, at 
the luncheon 
opening the 
Advertising Fed- 
eration of America convention here 
yesterday. 

Five judges representing different 
phases of advertising voted the 
award to Mrs. Anderson because of 
the extensive survey and “use-test” 
|program she has conducted in con- 
|nection with her editorial and con- 
sumer service activities with Par- 
.. |ents’. More than 1,400 readers of 
merely to save taxes, and to observe |the magazine cooperate in provid- 
that much of the stuffed shirt atti- ing consumer opinions on a variety 


— by Saale ae |of products and services. Mrs. An- 
ae Se a *~ | derson was recently elected presi- 


sell as many packages as possible, | 
and thus keep his name and his} 
product before the greatest possible | 
number of customers. | 

Several questions on rubber sup- | 
plies, salvage, etc., were directed at | 
Mr. Young, who took the oppor- | 


only exists, but that it is extremely 
Asked whether sampling would 
wasteful now, Mr. 
answered that he 


Barbara Anderson 


and that while critical or short 
materials should obviously not be 


used in sampling, there seems no 


He also took the opportunity to 
report that he has been unable to 
find any manufacturers who are 
interested in running advertising 


| Planning America 


| for Tomorrow 


While there is considerable 
| thought among industry, mostly 
|rather sub rosa at this time, on 


|post-war planning, those who are 
thinking along broader and espe- 
cially social lines are most articu- 
late. The architectural field, for 
example, is giving considerable 
attention to the matter of building, 
not merely individual structures 
but entire communities. 

The main theme of the June issue 
|of New Pencil Points is devoted to 
| this subject and, now that there is 
a lull in building except for essen- 
| tials, the profession is making an 


effort to direct serious thinking 
toward planning for the peace. 
|Ralph T. Walker, distinguished 


architect, declares that for the first 
time in relation to any war there 
has been a growing awareness of 
the need to create a goal of a better 
future, a future all thinking people 
| believe possible under our abilities 
to produce. 

A good reception to post-war 
|/planning will be increased in ratio 
to the length of the war, he says, 
_ because as the war lengthens, more 
j}and more intelligence will seek and 
|demand a future more secure than 
ithe uncertain present. Already 


tute, normally conservative, have 
taken the first steps forward in 
demanding the _ rehabilitation of 
urban land, and the institute has 
published reports on blighted areas 
in New York, Philadelphia, Boston, 
Milwaukee and other cities. 

The cities need planners, in the 
architect’s opinion, men who will 
see the necessities of devoting their 
attention and gifts and lives to the 
promotion and the attainment of 
| better living conditions in city and 
country. For planning means a 
straightforward use of land for the 
benefit of all, an imposition of the 
discipline of a social idea on the 
erratic forces of speculation, so that 
the profits may not be made, as 
they have been in the past, on the 
creation of slums 
areas. 

Another recognized authority on 
housing, regional, and town plan- 
ning, Clarence Stein, looks forward 
to the regional city which will con- 
sist of a group of communities 
which, in aggregate, should be large 
enough to support economically the 


and blighted | 


itic refrigerators 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-time World 


Edited by RALPH O. McGRAW 


| power 
groups like the Urban Land Insti- | 


be kept open for their related uses 
as farm land, recreation area, or 
natural woodland. Because the unit 
of scale of the regional city is the 
free safe use of the automobile and 
the airplane, the residents of any 
community within the city are as 
near in time to the other communi- 
ties and to the open spaces between 
them as the residents of the out- 
lying areas of the sprawling me- 
tropolis are to the center. 
ok * a 


As result of development of a 
new insulating material, silica aero- 
gel, now being used in camouflage 
paints because of its non-reflective 
qualities, post-war models of domes- 
may be designed 
with reduced wall thickness which 
would permit greater capacity for 


the same outside dimensions, 
according to Modern Industry for 
June. Monsanto Chemical Com- 


pany has just put the material into 
commercial production after years 
of development. 

* * * 


“The Wall Street Journal” reports 
that the U. S. Department of Agri- 
culture has just concluded a series 
of tests in which the famed quarter- 
ton Army reconnaissance jeep has 
shown up satisfactorily as a farm 
Distribution 
surplus of jeeps after the war, how- 
ever, is not expected to seriously 
affect the market for the all-pur- 


unit. of any 


| pose tractor, which is a more wni- 


versal piece of equipment. 
of + * 
In an effort to hold trained per- 
sonnel in its distributor organiza- 
tion, the Crosley Corporation has 


|}made an appeal to its distributors 
| to have all technical men in their 


| 


|the June 


| jobs. 


organizations, who can be spared 
temporarily, and who can qualify 
for such jobs as draftsmen, expe- 
diters, production men, engineers 
and inspectors, to submit applica- 
tions to the corporation for such 
When the emergency is over, 
these people would then be avail- 
able for their usual work or other 
in the over-all Crosley set-up. 
+ * oe 

More business men expect pros- 
perity after the war than depres- 
sion, according to B. C. Forbes, in 
15 Forbes, revealing the 
results of a survey he made among 
more than half a hundred business 
leaders. A majority of those cov- 


builder. He declared there was 
\little danger that the customers 
'who used the recipe and made 


beans at home would not return to 
the packaged variety after the war, 
since baking of beans is a time- 
consuming operation in which the 
ordinary housewife -is not inter- 
ested. 

For the second consecutive year, 
the AFA award for advertising 
club activity in cities of over 
'300,000 population went to the 
| Advertising Club of Columbus, O., 
|with Houston, Tex., walking off with 
second honors in this division. In 
‘the under 300,000 division, the 
Peoria Advertising and Selling Club 
won top honors, and the Toledo 
| Advertising Club took second place. 


| Lombardo to Rose 


| Lombardo Wine Company, Chi- 
|cago, has appointed Charles Edson 
Rose Company, Chicago, to direct 
advertising. 


ing if it is to serve a really useful | dant of the Mow Yar W 's Ad- 
purpose. He predicted that adver- ee a omen's A 


\tising will do a better job when 
| victory is in sight and it can start 
|rebuilding old markets and creating 
|/new ones. 

The problem of a manufacturer 
'of pork and beans whose product 
|has gone off the market because of 
itin shortages, and who wondered 
| whether it would be good policy to 
|continue advertising and to provide 
the public with his recipe, so that 
‘a similar product might be pro- 
| duced at home for the duration, 
was referred to Mr. Weber, who 
gave his opinion that such adver- 
tising would be a distinct public 
service and an important goodwill 


vertising Club. 

The judges awarded honorable 
mention to Claire Drew Forbes, ad- 
|vertising and promotion manager 
of the Rhodes Department Store, 
Seattle, Wash.; Ann Ginn, director 
of women’s activities for WTCN, St. 
Paul-Minneapolis; Kathleen Catlin, 
ifashion editor for Munsingwear, 
Inc., Minneapolis; and Marian P. 
Morris, director of the educational 
department, Bristol - Myers Com- 
pany. 


Bob Hope Takes Lead 
in Hooper Ratings 

Bob Hope has taken first place in 
the Hooper national program rat- 
ings for the June 15 period with a 
rating of 30.5. Fibber McGee ranks 
second with 28.9, Charlie McCarthy 
third with 25.0, and The Aldrich 
Family fourth with 24.1. 

Other coincidental ratings  in- 
clude Lux Radio Theater, 23.4; 
| Walter Winchell, 22.6; Fanny Brice, 
| 21.0; Mr. District Attorney, 19.9; 
| Kay Kyser, 18.0; Bing Crosby, 17.0; 
Rudy Vallee, 16.8; Time to Smile, 
16.5; Star Theater, 16.3; Take It Or 
Leave It, 16.1, and Fitch Band- 
wagon, 15.1. Red Skelton continues 
to lead the programs receiving par- 
tial rather than national rating, 
with 30.5. 


* . 
Corbani to Carstairs 

Frank J. Corbani, formerly in the 
|marketing and research department 
of Batten, Barton, Durstine and Os- 
born, New York, has been ap- 
pointed assistant sales promotion 
manager of Carstairs Bros. Dis- 
itilling Company, New York. Mr. 
Corbani succeeds Walter H. Stumpf, 
‘who has enlisted in the Army. 


essential equipment of a modern | ered expect magento interference 
American city. Each community, with our private enterprise system 
in addition to its residential func- | @fter the war. 


tion, may serve one or more spe- | 
cialized functions required for the 
group—industrial and commercial, 
cultural and educational, finance 
and government, entertainment and 
recreation. The community char- 
acter would be permanently estab- | 
lished by a surrounding protective 
area of natural green. The open 
spaces between communities would | 
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ADVERTISING AGE 


Ad Council Seeks 
13 Million Fund 
to Sell Total War 


(Continued from Page 1) 


ting from “every man, woman, and 
child in America the same kind of 
cooperation the Axis gets from its 


citizens—and getting it voluntarily, | 


without resort to force.” 

“This is not an impossible task 
for one of the principal tools that 
has built our economy, upon which 
the people of this nation have come 
to depend for much of their infor- 
mation — advertising,’ the report 
continues. ‘Here is a force which 
can make Goebbel’s propaganda 
machine look like a peanut whistle 
—an art and a science developed in 
the United States to a point unap- 
proached anywhere else in the 
world.” 

The Council suggests that adver- 
tising can not only speed salvage 
campaigns, aid civilian defense, sell 
rationing, and sell bonds, but can 
make people realize what total war 
means ... paint the results of de- 
feat . . . make people accept sacri- 
fices gladly . . . organize every home 
for war effort. 


Job Is Industry’s 


Outlining the arguments for and 
against paid government advertis- 
ing, the booklet recognizes that 
government appropriations other 
than those for recruiting are not 
anticipated, and suggests that pri- 
vate industry can and should step 
in and shoulder the job. 

It points out the government 
approval of privately-financed cam- 
paigns for petroleum conservation, 
general salvage, fats salvage, war 
bonds, and the USO as indications 
of the potential success of industry- 
financed war advertising. 

The plan as developed by the 
Council proposes that it shall con- 
tinue to act in its quasi-official 
capacity as a clearing house in sup- 
plying the facts concerning basic 
themes the government wishes pub- 
licized; that each major industry or 
combination of industries (such as 
the steel industry in the salvage 
field) should select a theme to pro- 


mote and publicize, providing ade- | 


quate advertising facilities; and 
that the Council should cooperate 
with industry committees to plan, 
clear and secure government ap- 
proval of the campaigns. A basic 
Council policy is to have industry 
groups financing campaigns select 
the advertising agencies to direct 
and place the business. 

Some of the currently important 
themes are the total war effort; 
USO; Red Cross; war bonds; price 
administration and rationing; ship- 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
one roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


Employees of The Faithorn Corporation 
® subscribed 100% for Defense Bonds * 


| Miller 


FREE ECONOMY TEST _ 


ifs FREE Gasoline 
Sonny Test, may help - 


gallon of gas in 
you save nosed 5 


DRIVE INTO 
ONE OF THESE 
STATIONS TODAY 


for en 
ABSOLUTELY 


DAILY 8 A.M. TO 7 P.M.—LAST DAY JUNE 20th 


ST. PAUL & AVENUES MAIN & CHURCH STS. 
GULP EXPRESS STOP SERVICE STATION PETERS SERVICE STATION 
Fairport, MY. 

feirpert 148 

205 $0. MAIN ST. 
CLARK'S SERVICE STATION 
Brockport, . Y. 
Brockport 38) -m 


W. MAIN & CORNING PK. 
4. 4, ALEAANOER 


COR. DEWEY & DRIVING PARK AVES. 
SLORGE PROUD'S SERVICE STATION 
Rochester, ¥. 7. 
Glonwoed 424 


MONROE & CLINTON AVE 50. 


Webster, N.Y. 
Main 8295 Webster 196 
DEWEY & DALSTON BO. 10 PLATT sreeeT 
‘WALSH'S GULF SenvICE reap woes 
Rochester, 6. 7. Rochester, ¥. Y. 
Chertorts 2296 Moin 7958 


WASHINGTON & COMMERCIAL STS. 
WEST END SERVICE STATION 


4. 4. KITCHEN, PROP. BusH's GULP STATION 
Hest Rochester, W. YT. Rech seter, WY. 
Saet Rochester 57 Cutvor 6058 


KEEP YOUR COPY OF THE PAPER CONTAINING THIS ADVER. 
TISEMENT AS A REMINDER! IT TELLS YOU JUST WHEN AND 
WHERE YOU CAN GET YOUR FREE GASOLINE ECONOMY TEST. 


Designed to keep the public visiting its 
dealers’ stations regularly despite gas 
rationing, Gulf Oil Corp. has been run- 
ning this copy in various cities through- 
out its New York state division. Ad 
offers free exhaust analysis to determine 
whether the car is using too much gas. 
About 100 towns and cities are on the 
list with three insertions scheduled for 
each area. Young & Rubicam is the 
agency. 


yard morale and speeding of pro- 
duction; war production morale, 
conversion of plants, salvage, acci- 
dent prevention; conservation of 
gasoline, oil and tires; car pooling, 
and “pre-flight” training of future 
pilots. 

The Council proposes that indus- 
tries that now have no consumer 
goods to advertise and industries 
working on war material should 
shoulder the largest part of the 
financing, and that those who have 
consumer goods to advertise should 
share in so far as they deem it 
possible. The ads would be signed 
by the respective government de- 
partments involved, with the names 
of sponsoring advertisers and their 
products included in credit copy. 

Pointing out that last year’s total 
expenditures for national advertis- 
ing approximated $400,000,000, the 


Council insists that immediate 
action is not only possible, but 
imperative. 


A sample “total war” campaign 
included would appropriate $1,271,- 
191 for seven weekly magazines and 
$1,698,290 for 79 urban and rural 
monthlies and semi-monthlies. The 
$3,973,867 newspaper promotion 
would be divided between 45 Sun- 
day supplements, and 1,894 daily 
and weekly newspapers in 1,436 
cities above 50,000 population. 

The $2,900,000 radio appropria- 
tion would go to four nation-wide 
networks, while business papers 
would receive $200,000 and outdoor 
approximately $2,137,196 for a 50 
per cent showing. 


Total circulation estimated for 


|'the campaign would be 280,372,507. 


The plan was presented to 50 
general magazine editors Monday 
by Chester J. LaRoche, chairman of 
the Advertising Council, and Dr. 
McClintock, its executive 
director. 


Shift SNPA Meet Dates 


The Southern Newspaper Pub- 
lishers Association voted at its win- 
ter meeting in Atlanta to confine 
the annual convention in Hot 


Springs, Ark., to two days instead | 


of three, but due to the fact that 
many valuable features would have 
to be omitted, the organization has 
re-scheduled the original three-day 
meet, and it will be held Sept. 28-30 
at the Arlington in Hot Springs. 


Bach to G-E X-Ray Corp. 

John L. Bach, formerly with 
Associated Press, Chicago, has been 
named editor of a new 
publication by General 
X-Ray Corporation, Chicago. The 
publication, with a newspaper 
format, first appeared June 19, and 
will be _ distributed among _ all 


| domestic employes. 


employe inaugurated a 
Electric “The Bugle,” for its employes now 


Kolynos to Expand 
Dentifrice Line 
|with New Powder 


New York, June 24. — Featuring 
\the copy theme, “good to your 
| teeth because it’s super-fine,” Koly- 
'nos Company will introduce a new 
|“super-pulverized” tooth powder to 
/consumers next month. Full-page 
|advertisements have been scheduled 
| to start in mid-July in Collier’s, 
|Good Housekeeping and Life, to be 
| followed by one-half and two- 
thirds pages monthly through the 
remainder of the year. The new 
| product will be a companion denti- 
\frice to Kolynos dental cream. 
| Kolynos tooth powder is being 
introduced to the trade this week. 
Druggists throughout the country 
will receive a photographic counter 
display, delivered by Western Union 
messengers, with a device for show- 
ing dummy cartons of the merchan- 
dise. 

American Home Products Com- 
pany, of which Kolynos is a di- 
vision, is currently sponsoring pro- 
grams on each of the four major 
networks. These include John B. 
Hughes newscasts twice weekly 
over Mutual; “Mr. Keen” three 
|times weekly over the Blue Net- 
| work; “America, the Free,” a half- 
hour program heard Saturdays over 
‘NBC; and “Romance of 
|Trent,” a five-a-week serial aired 
over CBS. Kolynos tooth powder 
'will receive plugs on each of these 
| programs to supplement the maga- 
|zine drive, though definite plans 
|have not yet been completed. 
| Blackett-Sample-Hummert is the 
Kolynos agency. 


‘Collier's’ Issue 


Reports on War 
Work of Industry 


New York, June 25.—The story 
of the part American industry is 
playing in all-out war effort will 
be told in editorial and advertising 
pages of the July 11 issue of 
Collier's, out July 3, the major por- 
tion of which will be devoted to a 
detailed report to the American 
people on just what industry is 
doing in the fight for victory. 

The issue leads off with a special 
signed statement by General Mac- 
|Arthur, cabled from Australia, in 
which he pays tribute to the work 
Other arti- 


lof American industry. 


cles include “War Rides the Assem- | 


bly Line,” the story of Detroit 
|today; “The Hand that Rocks the 
| Axis,” which deals with women in 
| war industry; “Hulls in a Hurry,” 
la report on shipbuilding; “Leave It 
‘to Joe,” or what the men at the 
machines are doing; “We'll Be 
‘Right Over,” which tells how plane 
builders have done the near-im- 
| possible; and “We Will Make It,” 
dealing with the work of the steel 
‘industry. 

The issue, which carries a large 
|volume of advertising keyed to the 
|“report to the people’ theme, runs 
1/116 pages, and is the largest issue 
‘of the magazine since November, 
1937. 


WMEFF Joins NBC 

Station WMRF, Lewistown, Pa., 
has been added to the National 
Broadcasting Company as a bonus 
station for advertisers purchasing 
the combined facilities of WFBG, 
Altoona, and WJAC, Johnstown. 
The station operates at 1,490 kilo- 
cycles on 250 watts. 


Adds Margaret Whiteman 


Margaret Whiteman, formerly 
with The Hub, Chicago men’s store, 
and previously in the advertising 
departments of Marshall Field & 
Co. and The Fair, Chicago depart- 
ment stores, has joined the pub- 
licity staff of Scholastic, New York. 


Starts ‘Bugle’ 

Northwestern Mutual Life Insur- 
ance Company, Milwaukee, has 
new publication, 


| 


in the armed services. With each 
issue goes a return postcard to be 
used in sending back changes of 
address or messages to the com- 
pany and its staff. 


Helen 


Treasury Promotes 
“Heroes Day’ to 
Spur Bond Sales 


Washington, D. C., June 24.—Of- 
fering local media a made-to-order 
|opportunity to gain additional ad- 
vertising revenue, the Treasury De- 
|partment has designated July 17 as 
“American Heroes Day” during 
which the nation’s retailers will 
stage city-wide promotions of war 
|bonds and stamps. 

The plan was drawn up by the 
Retail Advisory Committee in col- 


| Savings Staff as a focal point of the 
drive to reach the _ billion-dollar 
goal set for July. It was adopted 
after several communities chalked 
|/up amazing records in similar one- 
\day campaigns. 

The War Savings Staff is doing 
| everything short of requesting 
|newspapers to solicit bond and 
|stamp copy from retailers. Through 
|the cooperation of Meyer Both 
|Company, mats and numerous other 
|promotional aids are being dis- 


‘tributed to newspapers, with the | 


suggestion that special editions be 
planned for the occasion. 


Use Vineland Formula 


Although the formula will vary 
somewhat among cities, it will fol- 
low closely that tried at Vineland, 
N. J., a community with a trading 
area population of only 25,000, 
which turned in a one-day record 
of $618,427 in sales of war securi- 
ties—almost 14 times the original 
quota for the event and amounting 
to about $25 per capita. 

Mayors will be encouraged to 
issue proclamations, all local civic 
groups will be lined up, parades 
will be staged, and enthusiasm will 
be generated in every possible way. 
Heroes not only of this war but of 


in a demonstration of practical 
patriotism. 


and radio stations seeking to par- 
ticipate in the one-day effort, the 
Retail Advisory Committee points 
out that in local communities in 
which the idea has been tested sales 
of regular merchandise have in- 
creased from 15 to 50 per cent along 
with heavy volume of war securi- 
ties. 

Special copy for the occasion, in 
| full-page space, includes one page 
| which pictures a bomb in flight and 
|bearing a tag from the city in- 
| volved, under the headline “Tagged 
for Tokio.” Seeking to arouse the 
|}competitive spirit among cities and 
‘to encourage communities to seek 
to put their city on the map through 
}compiling a record sales total, copy 
|adds that “The U. S. Is Looking at 


| .9 


| That newspapers are to be relied 
| upon heavily is indicated by this 
quotation from the Meyer Both 
plan book: “Mr. Newspaperman: A 
large part of the responsibility for 
the success of American Heroes 
Day rests with you. You are the 
rallying point; the impetus you give 
through advance publicity and ad- 
vertising will determine more than 
any other factor the public support 
which your local observance re- 
ceives.”’ 


New Ad Service 


for Retail Clothiers 

L. S. Goldsmith, through Law- 
rence C. Gumbinner Advertising 
Agency, New York, has offered a 
new wartime advertising and pro- 
motional service to retail clothiers. 

Based on newspaper ads, this new 
service, “Down War Street,” will be 
issued to one store in a community 
six times a year, with the first issue 
to be released for fall. 


Prints Annual Manual 

Chain Store Age, New York, will 
issue its ninth annual Grocer’s 
Manual July 1 as a special section 
of its grocery editions. The 1942 
manual will occupy 80 or more 
pages, and will take on new impor- 
tance, its publisher believes, be- 
cause of the great changes in the 
average chain grocery store’s per- 
sonnel. 


laboration with the Treasury’s War | 


those in the past will be honored | 


June 29, 1942 


Lorillard Adopts 
Critic’s Idea of 
Better Ad Theme 


New York, June 26.—P. Lorilla: 
Company, which emerged with fiy- 
ing colors in Reader’s Digest’s cu 
rent devastating “expose” 
“Cigaret Ad Fact and Fiction,” h 
taken up the critic’s evaluation 
leading cigaret brands as a ma 
campaign theme, it was indicat; 4 
today. 

Commercials hailing Old Gol 
ranking as the cigaret with 
lowest nicotine and tar content ha 
been introduced on Lorillard lox 
radio broadcasts and on the ne 
work show heard over CBS Wedn: 
day nights. 
| It is understood that the “tr 
|'umph” is also being considered as 
copy theme for newspaper apr 
magazine advertising as well. 
| Ironically, Robert Littell, auth: , 
‘of the Reader’s Digest attack, o}- 
|serves that “the genius who thoug it 
|up ‘Not a Cough in a Carload’ seems 
‘unaware of Old Golds’ virtues: 
| they had the best score of the se\ en 
cigarets tested for Reader’s Digest 
jas to nicotine and tar in 
‘smoke. 


their 
Instead of cashing in on 
these buried treasures, Old Gold is 
plugging Latakia — the something 
new which has been added.” Mr, 
| Littell goes on to remark that La- 
|takia is nothing new, having long 
|been used in certain pipe tobacco 
/mixtures. 

The oversight which tickled the 
|author apparently was quickly rec- 
tified by Lorillard and its advertis- 
ing agency, J. Walter Thompson 


/Company. 
| Others covered in the Reader's 
| Digest survey are Lucky Strike, 


Camel, Chesterfield, Philip Morris, 
Avalon and Pall Mall. The con- 
'clusion drawn from the analysis is 
that smoking differences between 
leading brands are a “myth” and 
“that’s why the poor ad writers, 
|when they scratch their heads in 
search of selling points, so often hit 
‘the bump in their skulls marked 
| ‘fiction.’ ” 


As a selling point for newspapers | 


‘Childs Heads Baltimore 
Club for Fourth Time 


William T. Childs has _ been 
elected president of the Advertis- 
ing Club of Baltimore for his fourth 
consecutive term, breaking all club 
records. 

Others elected with Mr. Childs 
were Frederick P. Stieff, Jr., first 
|vice-president; Victor P. Skruck, 
second vice-president; Abraham 
Watner, treasurer; Edward F. Re- 
quard, secretary; and Kar] F. Stein- 
mann, general counsel. 


Shows Security Rate 

An interesting advertising device 
has been developed by Ear! B. 
Shields, head of the Chicago agency 
bearing his name, which shows, by 
means of a revolving dial indicator, 
| the social security benefits accruing 
to any worker or his family, based 
on amount of income and period of 
payment. The booklet which houses 
the indicator leaves ample space 
for advertising copy. 
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June 29, 1942 


ADVERTISING AGE 


PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


JO SNAPP WINNERS GET TOGETHER 


Four of the five current winners of the Josephine Snapp award, given by the 
Women's Advertising Club of Chicago for outstanding achievement, as well as 
two previous winners of the trophy, are shown in this picture taken at the AFA 
convention. Left to right, May Plaunt, retiring president, Chicago club; Beatrice 
Adams, St. Louis, former winner; Mrs. Katherine Catlin, Munsingwear, Inc., Min- 
neapolis, honorable mention; Mary Pentland, New York, former winner; Barbara 
Daly Anderson, Parents’ Magazine, current award winner; Marian P. Morris, 
Bristol-Myers Co., honorable mention; Karen Fladoes, incoming president, Chi- 
cago club; and Mrs. Ann Ginn, WTCN, Minneapolis, honorable mention. 
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‘ors flocked to the booth of the Magazine Marketing Service at the convention of the Advertising Federation of America in New York last week to view a display of magazine covers featuring the stars and 
stripes. This view shows only part of the display, and almost every publisher is featuring the flag on the publication issue nearest to the Fourth of July. 


SEALTEST AHOY! 


A Navy signal man dominates this new 
point-of-sale display made of wood and 
finished in high-gloss lacquer. National 
Dairy Products Co. is distributing the 
displays to dealers. They were designed 
and manufactured by Kay Displays, Inc. 


SIGNPOST ECHO 


A touch of the familiar Burma-Shave 
roadside posts with their jingle sales 
messages is retained in this display pre- 
pared for Burma-Vita Co. by R & L 
Litho Corp. Art by Olsen-Schmid Studio. 


THE NATION'S MAGAZINES FLY THE FLAG OF FREEDOM—A GRAPHIC DEMONSTRATION OF AMERICAN SOLIDARITY 
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AFA AWARD FOR CLUB ACHIEVEMENT 
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For the second consecutive year, the Columbus, O., Advertising Club won the 

AFA award for club achievement during the year. Here AFA President James 

A. Welch presents the award to Howard Minnich, retiring president of the 
Columbus club, while Paul A. Kelly, incoming president, looks on. 


WARTIME SUPPLEMENT FOR DELIVERY EQUIPMENT 
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Drawn by a veteran sorrel mare, this wagon has been pressed into service by 

Buckley, Dement & Co. to augment its fleet of trucks and motorcycles which 

ply Chicago streets. A dapple gray horse—to match the body of the wagon— 
is being sought. 
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Woman! 
Never Underestimate the Power of a 
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122 advertisers 
Products in the 
Journal advert; 
for the first six Months of 


1942 was $492 000 above the 
same period of 1941! 


feature 130 
July Journal. 
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